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DARK COLORS

DREAMCOLOR™

SOFFIT & FASCIA

SHINGLE & SHAKE

Pure Genius.

It's what your customers will say
when you show them the perfect
intersection of low-maintenance
durability, high style curb appeal
and affordable luxury living.

Mastic and Alcoa Home Exteriors
comprise the most complete vinyl
siding and accessory offering in the
business. Dozens of exciting profile
choices, hundreds of colors — from
traditional pastels to dark, rich
neo-traditionals — and all of the
exterior accessories you need to
make a house a home. And all at
an exceptional value to you and
your homeowners.

Choose the exterior products that
combine home selling curb appeal
with outstanding value.

Smart Design.
Smart Solution.

MASTIC
ALCOA

HOME EXTERIORS

SoLutions By PLy GEM

For FREE info go to http://pb.ims.ca/5644-1

Contact us at 1-800-962-6973 or alcoahomes.com
to learn more about smart products, services and
business solutions available from Mastic and
Alcoa Home Exteriors.



ON YOUR SIDE.

THE GMC® SAVANA® OFFERS GM® SEGMENT-EXCLUSIVE 60/40 DRIVER-SIDE CARGO DOORS.*

Presenting an exciting entry into the commercial van marketplace — the GMC Savana with available 60/40 driver-side
swing-out cargo doors. Our engineers once again provide an innovative solution so you can get tools, equipment, and
packages in and out of the cargo area fast, saving you both time and money. The incredibly proficient GMC Savana
with GM segment-exclusive driver-side cargo doors. It's nice to have someone on your side. Visit www.gmc.com or

call 1-800-GMC-8782.

*Available on models with 135" wheelbase. Not available on models with the DURAMAX® diesel engine or with E85 engine option. Based on
GM 2007 segmentation and competitor comparisons based on most current available competitor model year.
Vehicle shown with equipment from an independent supplier. Please see the owner’s manual regarding alterations and warranties.

SME

WE ARE PROFESSIONAL GRADE'



At Ferguson, it's true that our inventory is huge. Our distribution
expertise is unrivaled. And our one-stop shopping for building
products is the height of convenience. But there is one thing we
supply that building professionals have come to rely on again and

again for over 50 years — our people. Our associates make certain you

can depend on Ferguson — where friendly service, expertise, and a

willingness to go the extra mile are never in short supply.

Nobody expects more from us than we do™

ferguson.com/builder

For FREE info go to http://pb.ims.ca/5644-2

BAMBOO VIVID
BATHROOM FELICITY KITCHEN FAUCET MANNET:II&YUI:EIHROOM WATERHILL KITCHEN FAUCET BATHROOM
FAUCET FAUCET

by QJMOEN

© 2008 Ferguson
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Take the Best
Workplaces Survey

How would you rate your
workplace? Take part in our
annual Best Workplaces survey

to see if you’re considered one
of home building’s best work-
places. Complete the survey at
www.ProBuilder.com/best-
workplaces.
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perspective

Head in the Media Sand

We can blame I n recent months, I have seen a lot of housing industry people turn and point their fin-

. gers at the media. Their claim: the media’s reporting is the reason for the lack of con-

the medlaf or our sumer confidence in the housing industry. Their thinking is that if the media would just
condition in the report it is a good time to buy a house, everything would be OK.

. } People who make that charge have their heads buried in the sand. The reality is the media

hous”ng mduStrY — both consumer and business — are reporting on an industry in a free fall. We haven’t

or We can ple our reached the bottom of this downturn yet, and most economists I hear are uncertain when

that will happen. There are just too many potential blips out there that can affect what
heads up and act now happens. Mortgages, foreclosures, financial institution failures, Fed rates, land prices, con-

to control our own sumer confidence, even politics — any one or combination of these influences could alter
, . the direction or trend of the housing industry.
situation. Everyone here knows it is bad. The question isn't how we get the media to start changing

perceptions so people will begin beating a path to our models again. The question is about
how we manage our companies for a sustained period of poor activity. For some builders, it
is already too late. They have either already closed the doors or are behind the eight ball on
cash flow and just haven't realized yet how bad their condition is.

I don’t mean to excuse the media of any responsibility. We do have a tendency to report
only the extremes of events. When times are difficult, bad coverage feeds bad coverage. But
when the industry was in a rush, we sure did benefit from good media coverage, didn’t we?
My point: we can’t complain now when we didn’'t complain before. The media is the media.
Or, “It is what it is.”

So, what do you do? First, get your ship in trim shape. Pull whatever bandages off now
because, believe me, you will be removing those bandages in this downturn. Get it over
with. Now.

Second, take control of your story. Never in the history of the world have individuals had
such access to broadcast media, allowing them to reach millions of people with little cost.
Use your Web site, electronic newsletters and all the other media tools you have to com-
municate with your clients and prospects. Tell them the truth about your company directly
— without media’s influence.

AR D il s

Paul Deffenbaugh, Editorial Director
paul.deffenbaugh@reedbusiness.com

We are proud to announce that Professional Builder has joined forces with Avid Ratings to
present one great conference. The Professional Builder Benchmark and Avid Leadership

Conference will take place Oct. 5-7 at the Arizona Biltmore Resort & Spa in Phoenix. The
theme is “Tools for Turnaround,” and we’ll deliver specific details on how builders can
prepare to emerge from the downturn. Learn more at www.ProBuilder.com/benchmark.

www.ProBuilder.com April 2008 / Professional Builder



| GRAB LIFE

DODGE
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*.INTRODUCING THE 2008 DODGE SPRINTER > The most technologically advanced commercial van on the Viﬁf—-:f
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- market" > Adaptive Electronic Stability Program (ESP)* on all models which includes Load Adaptive Control g‘(\fb,/ﬁj\
and Electronic Roll Mitigation to help assure safer handling > Available front and rear ParkSense® helps «W\@

. reduce the risk of vehicle damage when parking® > Unique cargo securing features and available lashing

. rails help secure your cargo > For more info, visit dodge.com/sprinter, or call 800-4ADODGE.

\WE MADE ROOM FOR A LOT OF INNOVATIONS. — e

» )
*2500 models only. TBased on Automotive News classification. *Always drive carefully, consistent with conditions. Always wear your seat belt and obey 3 § %
traffic laws. SAlways check entire surroundings before backing up. Properly secure all cargo. Chrysler Financial is a business unit of Chrysler Financial Services. BUSINESS _ BUCKLE UP




The Evolution

It's about time.

Introducing a smoke alarm that combines
the benefits you want - easy to install,
sealed rechargeable battery, reduced
callbacks — with a sleek new design that
your customers will demand.

Now available. Visit Kidde.com.

silhouette A ,.
S ¢ Kidde

Engineered to protect. Designed to disappear. Technology that saves lives

For FREE info go to http://pb.ims.ca/5644-4
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mail bag

hen Paul Deffenbaugh lamented in his February editorial that
we're over-consuming, our readers kept talking about green

building.

Building Practices Change; So Should We

Yes, it’s our choice. We have to change how we build houses.
I have done just that. I am an NAHB builder in North Carolina, and I

made the discovery that pine wood stores energy.
It is sustainable, and faster, stronger, cheaper, greener.

Now will it take 15 years — the time, in my youth, it took builders to ac-

cept plywood?
I can’t change the world by myself.
Your help would be appreciated.
Michael Sykes
Wake Forest, N.C.

Well said!
Outstanding commentary.
William H. Seeger
Riverside, Il1.

Join the conversation on Paul’s blog,
House Beat, at www.probuilder.com.

www.probuilder.com

contact us

Editorial Submissions
letters to the editor

\ perspective

Your Choice

i time for the home

to build sustainable
houses.

Send to Paul Deffenbaugh > 2000 Clearwater Drive, 0ak Brook, lll. 60523

or paul.deffenbaugh@reedbusiness.com

products

Submit high-resolution images and text to Nick Bajzek, buildingproducts@reedbusines.com

Conferences and Events
benchmark

Visit www.probuilder.com/benchmark or e-mail jbrociek@reedbusiness.com for more information.

show village

Visit www.probuilder.com/showvillage for more information.

Special Projects
giant 400
Visit www.probuilder.com/giant400 or e-mail

GIANTS400@reedbusiness.com to request a survey.

best workplaces survey

W02 19p|iNgold MMM

Visit www.probuilder.com/bestworkplaces or e-mail felicia.oliver@reedbusiness.com for more information.
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2 MORE
WAYS

10 BUILD

PROFITABLY.

USE ELECTRONIC TAKE-OFFS FOR
ACCURATE MATERIAL ESTIMATES.

Boise® PlanSwift™ cuts time estimating costs
and producing shop drawings. Data is
accurate and entered only once.
www.bc.com/wood/ewp/bcplansSwift.jsp

f
Y .
PREVENT FRAMING MISTAKES WITH

BOISE BUILDING SCHEMATICS.

Boise color-coded framing plans show
location of floor framing, and help less-skilled
crews frame correctly.
www.bc.com/wood/ewp/documents/
FramerCalc_forWebLR.pdf

CHECK OUT ™17 WAYS
YOU CAN BUILD MORE
PROFITABLY TODAY.”

View pdf:
www.bc.com/wood/ewp/documents/17ways
View video:
www.bc.com/wood/ewplvideo.jsp?video=17waysvideo
Order print version or DVD: Call your Boise
dealer or 800-232-0788.

BOISE

Engineered Wood Products

Great products
are only the beginning:

© 2008 Boise Building Solutions Manufacturing, L.L.C. Boise, BC Framer
and SawTek are trademarks of Boise Cascade, L.L.C. or its affiliates.

For FREE info go to http://pb.ims.ca/5644-5

_web.pdf

www.ProBuilder.com

Special Projects (cont.)
annual buyer’s guide
Send inquiries to gkennedy@reedbusiness.com

Subscriptions

correct, remove or add a
subscription

Subscription department > subsmail@reedbusi-
ness.com or 800/446-6551

back issues
Back issues are available one per customer.
Email jennifer.powell@reedbusiness.com

reprints
Reprints department > professionalbuilder@
thegysgroup.com

Awards

best in american living award

Visit www.probuilder.com/bala or e-mail heather.
weber@reedbusiness.com for more information.

builder of the year
Visit www.probuilder.com/builderoftheyear

avid award presented by
professional builder

Visit www.probuilder.com/avidaward for more
information.

national housing quality awards
Visit www.probuilder.com/nhq for more
information.

Associations

national association

of home builders

Visit www.nahb.org for a wide range of
information on issues related to home builders

Who will be this year’s

giant home builders?

log on to
www.probuilder.com/400survey
On May 1, Professional Builder will reveal the
top 400 builders of 2007. Will your name be on
the list? There’s only one way to find out.

BUILDER OF THE YEAR NOMINATIONS

You can help the editors of Professional Builder select the recipient of one of the most pres-
tigious and sought-after awards in the home building industry: the Professional Builder 2009

Builder of the Year.

HERE’S HOW:

1. Write to us on your letterhead with the name and complete address of the home-building

company you are nominating.

2. Include your name, title and contact information in your letter.

3. Evaluate your nominee against these criteria:

Is your nominee:
e Excellent in all aspects of home building?

¢ Innovative in all areas of operations including design,
management, building practices, marketing, community
relations, customer satisfaction, productivity and profitability?

e Highly reputable in the market(s) served?

¢ Employing and retaining the brightest and best personnel?
4. Finally, tell us why this year is the right year for the company to be honored as the Profes-

sional Builder 2009 Builder of the Year.

5. Send your nomination by June 30, 2008, to:
Professional Builder 2009 Builder of the Year
Attn: Paul Deffenbaugh

2000 Clearwater Drive

0ak Brook, IL 60523

paul.deffenbaugh@reedbusiness.com (Subject line: Builder of the Year Nomination)
Questions? Contact Paul Deffenbaugh at 630/288-8190

Professional Builder / April 2008
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For FREE info go to http://pb.ims.ca/5644-6

Party guests may notice the crab dip is imitation. But they’ll
never notice the countertop isn’t stone. Achieve the luxurious look
and feel of granite, stone or solid surface countertops at a fraction of the cost with ? Fine Laminate

VT Industries’ new Valencia, Barcelona and Geneva countertop edge profiles. With h)us!mels Countertops

a wide selection of deep-sheen, light-reflecting premium laminates from major

manufacturers, your customers are sure to find the perfect look to complete their ‘3
kitchen, bath or bar. And they’'re easily fabricated and installed by members of ot cot

our VT PRO Team. For more information on our countertops or to locate a VT PRO
Team fabricator, simply log on to www.vtindustries.com.
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AS CLOSE TO INDESTRUCTIBLE AS THEY COME.

~making of this ad. That’s because their frame uses 50,000 psi rated steel with riveted crossmembers and
.. bolted exhaust hangers. With a 6.7-liter Cummins® Turbo Diesel that delivers 610 lb-ft of torque, a standard

~sound like an understatement. To find out more, visit dodge.com/chassis_cab or call 800-4ADODGE.

iy o

* 7,000 [b front axle rating and a gross vehicle weight rating of up to 19,500 |b, Dodge makes “indestructible”

(

.
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Cummins is a registered trademark of Cummins, Inc.
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Palm Harbor Homes
The Glenn Cairn - Approx. 1,984 Sq. Ft.

Palm Harbor Homes
Is a Participating Builder In

’Bm’lbia E

U.S. Department of Energy
Research Toward Zero Energy Homes

—

Builders Challenge

‘,
=l
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The Bimini shown at the 2008 International
Builders Show is the first modular home

to receive the U.S. Department of Energy’s
EnergySmart label from DOE Secretary
Samuel W. Bodman.

The Bimini is rated 57 HERS on the
EnergySmart Home Scale.

live
green

|~ ENERGY STAR
AWARD

PARTNER OF THE YEAR

Palm Harbor Homes
The Bimini - Approx. 3,644 Sq. Ft.

Nationwide Custom Homes
The Palazzo Approx. 4 750 sq. ft.

RIS | S

T »J '

FOR INFORMATION PLEASE CALL

For FREE info go to http://pb.ims.ca/5644-7 Toll Free: 866-HOMES-73 (866-466-3773)
NAT ION W l DE @ www.palfnhar.bor.com OR VISIT US AT

www.nationwidecustomhomes.com

tormn Sdomnes A
T O S Copyright © 2008, Palm Harbor Homes. All rights reserved. WWW.bu I IdW'thmOd ula rocom




To build this window, we went to the best suggestion box of all. Your job site.

The New Marvin Ultimate Replacement Casement Window

Meet the Ultimate Replacement Casement, the high-performance
window created from suggestions of trade pros like you. We gave it the industry's
sturdiest, most innovative hardware system—to support extra large sizes
(up to 40" x 92") and provide homeowners a brand new way to clean their
windows, all from inside. A narrow jamb means you can easily install a
premium wood clad window, even when vinyl or aluminum has been specified.

Visit www.MarvinCasement.com or call 1-800-241-9450 for

afree Ultimate Replacement Casement brochure.

MARVIN &

Windows and Doors
Built around you:
For FREE info go to http://pb.ims.ca/5644-8
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The time is now for home
builders to ensure their
businesses execute best
practices. The only way to survive
this downturn will be to do it
right. See our feature on page 32
for tips on what not to do.

INSIDE

Paul Cardis: Building a brand | page 23 |

Rodney Hall: How to be a valuable
employee [ page 25 |

Dive into corporate blogging [ page 27 |
The executive’s survival kit [ page 28 |

Global housing demand’s rise [ page 28 |

Avoid these 30 mistakes [ page 32 |

Professional Builder / April 2008 www.ProBuilder.com



The most impressionable art is behind the wall

It's a stroke of genius the way Icynene® delivers
superior airtightness while saving builders time and
\ money. Icynene insulation, thanks to its soft spray
HEALTHIER  QUIETER  MORE ENERGY foam application, effectively reduces air leakage by
sealing cracks and seams that allow harmful, moisture-
laden air to travel through the building envelope.

As an all-in-one water-based insulation and air barrier,
Icynene creates a healthy living space virtually free
from pollen and pollutants. At the same time, it
eliminates the need for labor-intensive sealing materials.
By building with Icynene, you can minimize the
incidence of moisture-related problems like mold,
reduce callbacks, increase referrals, and realize
healthier profits.

The Icynene Insulation System”

Healthier, Quieter, More Energy Efficient®

Icynene introduces its Builder Advantage Marketing Support Program, designed to help you sell your
Healthier, Quieter, More Energy Efficient® homes. For more information about this program, visit Icynene.com/insulateright.aspx

For FREE info go to http://pb.ims.ca/5644-9
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[ CUSTOMER SATISFACTION ]

ow Grand Is Your Brand?

Home builders’ future success will depend largely on how well they've maintained
their brands at the local level. Here's what you can do to shore up your image.

By Paul Cardis, CEO, Avid Ratings

in the home building in-

dustry is tough now, you
haven’t seen anything yet. As
the industry struggles through
a recession, many home
builders are slashing prices
and offering free upgrades to
preserve their piece of the pie.
Predicting which companies

If you think competition

will triumph, however, may
be a matter of identifying the
home builders with the stron-
gest brands.

A brand is a quick way for
someone to understand and
trust what you are selling.
When creating brand value,
however, global brands have
it easier than home builders
because global brands are

good about. The challenge is
to consistently communicate
the benefits of doing business
with you.

Writing for BusinessWeek.
com, Steve McKee, president
of McKee Wallwork Cleveland
Advertising in Albuquerque,
N.M., points out that a brand
is only as strong as its ability
to pass six key tests: relevancy,
simplicity, differentiation,
believability, credibility and
defensibility. A brand must
be desirable to the target audi-
ence, easy to understand, dif-
ferent from anything else out
there, realistic, trustworthy
and something that can be de-
fended when it comes under
attack by the competition.

A brand is a quick way for someone to

understand and trust what you are selling.

not affected as easily by local
trends and market conditions.
Builders who invest time and
money to create and maintain
strong brands are most likely
to thrive despite poor local
economies.

How does a home builder
build a strong brand? It takes
years of product design, pric-
ing, packaging, advertising,
promotions and public rela-
tions to develop a brand that
people recognize and feel

Even top brands can topple
when they fail to pass one
of these tests. Consider the
demise of Levitt and Sons, a
unit of the Levitt Corp., which
declared bankruptcy last No-
vember. More than 6o years
ago, the builder was responsi-
ble for building the first mod-
ern suburbs in the Northeast.
Most recently it had been fo-
cusing on retirement com-
munities for the children
of the Levittown generation

— using the brand equity and
nostalgia of the Levitt name to
sell hundreds of homes in the
Southeast.

Now, people who trusted
the brand are dealing with
unfinished homes. Even if the
company is able to emerge
from bankruptcy, the brand
will never recover.

Indeed, turning around a
fallen brand is next to impos-
sible. A few years ago, Avid
Ratings conducted research
for a regional builder to dis-
cover what consumers really
thought of the brand. After
we discovered the brand stood
for inferior construction qual-
ity, the builder took strategic
actions to turn things around.
Despite improving its product
quality and service, the public
perception did not change.

The builder merged with an-
other builder and relaunched
the new enterprise under a dif-
ferent name, rather than main-
tain either name. Today, this
company is known for great
homes and service excellence,
something it gratefully uses to
survive the downturn. PB

Paul Cardis is CEO of Avid
Ratings Co., a research and
consulting  firm  specializing
in customer satisfaction for
the home-building industry.
He can be reached at paul.
cardis@avidratings.com.

Cardis’
Tips

FOCUS on what your
customers want and
make sure your brand
delivers it.

SIMPLIFY your brand
by focusing on just a
few key brand values.

REINFORCE

your brand by
communicating it
consistently in all
ads, business cards,
brochures, Web sites,
etc.

EXCEED what your
brand promises,
because failing just
once can signal its
demise.

MANAGE your brand
by continually looking
for ways to improve it.

R ‘ www.probuilder.com
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JOB SKILLS INGLUDE
MANEUVERABILITY.

Chevy Kodiak
€4500 & €5500 2WD—38.4'

Ford
500 Sedan—39.7"

Ford
F-450/F-550 2WD—42.3"

The Kodiak can make a U-turn as tight as 38.4 feet, thanks to a wheelcut P (:AN
KUDIAK angle of up to 53 degrees. This is a better turning diameter than some midsize = AN ANVER

cars, along with the Ford F-450/F-550! Navigating tight areas and avoiding R_ OI-lIrION
) ) el
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Are You An Indispensable

2 Employee?

Enhance your value to your employer. By Rodney Hall, The Talon Group

a young man we placed

several years ago with a
northeast home builder. I
assumed he’d been cut in
another round of layoffs and
was calling to see if we could
help. Instead, I learned that
he was still employed and
doing his best to keep it that
way.

However, the reality of the
current market conditions
— coupled with his role as
a land acquisition manager
— left him concerned about
his long-term prospects. The
purpose of his call was to
touch base in the event his
situation took a turn for the
worse next year.

We discussed what his

I received a call today from

and beyond his normal range
of duties.

Some examples:

B Volunteer to fill in as a
host/greeter once or twice a
month in the sales offices.
Yes, that might even mean
working a weekend here and
there, but it would be a great
way to gain exposure to other
facets of the business and
save the company the hostess
expense to boot.

B Make follow-up calls to
everyone registered (but not
sold to) in the past three years
to see if they had purchased a
home. If they haven’t, update
their information and pass it
along to the sales manager for
redirection to the sales staff.
If they have bought, turn it

If you find yourself in a tenuous employment

situation, try to make yourself as valuable
to your employer as possible.

options might look like if
he found himself in the job
market. We came to the con-
clusion he’d have a greater
employment opportunities
in the a commercial, retail
or mixed-use sectors. In the
meantime, though, I sug-
gested he focus on enhanc-
ing his value with his present
company by asking where
and how he could help above

into a market research call
to learn where they bought,
who they bought from and
what drove their final deci-
sion. This is valuable infor-
mation most builders have to
pay someone for.

B Offer to help solicit and
analyze new bids from sub-
contractors and trades.

A more extreme avenue is
to do the job of two people for

the price of one. I know one
person who holds the dual
role of governmental affairs
manager and director of mar-
keting. He only gets paid for
one role right now but sees
that as a short-term tradeoff
for job security.

The bottom line is, if you
find yourself in a tenuous
employment situation, try to
make yourself as valuable to
your employer as possible.

It might not stave off the
inevitable but it certainly
won't hurt your chances ei-
ther — especially if it gets
down to you and someone
else with equal experience.

Besides, if you find your-
self back in the job market,
it will help to add a few bul-
let points about your experi-
ences in other parts of the
business. Who knows, you
might even learn something
new. PB

Rodney Hall is a senior part-
ner with The Talon Group, a
leading executive search firm
specializing in the real-estate
development and home build-
ing industries.

Above
and
beyond

Volunteer as a host/
greeter in the sales
offices

Follow-up via phone
to everyone registered
but not sold to in the
past three years.

Offer to help solicit
and analyze new bids
from subcontractors
and trades.

www.probuilder.com
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Special Advertising Section

Trimline” Ridge Vents Set Users Apart from Competition

Quality Performance,

Great Appearance
and Quick Installation

I rimline” Ridge Vents

provide superior ventilation by
creating a balanced system that
continuously releases hot, moist
attic air while drawing fresh air
through soffit vents. Creating a
balanced, continuous ventilation
system increases a home’s

total energy-efficiency while
extending the life expectancy of
its roof material — a great selling
point for your customers.

Engineered from a unique
corrugated plastic material,
Trimline vents fit a variety of
roof styles including shingle,
cedar, tile and metal. Designed
to vent at the ridge — the
hottest point of the roof — the
Trimline vent system has the

added benefit of creating a
smooth roofline, eliminating the
unsightly louver vents commonly
found on many homes.

Once a
Builder Tries
Trimline,
They Never
Stop Using It

Pat Woods,

president of Cooper

Mountain Roofing Inc in

the Portland, Ore. area

says Trimline’s low profile

originally attracted his

team to the ridge vent

system. “But we continue

using Trimline because of

the ease of installation.”

Cooper Mountain Roofing

considers Trimline Ridge

Vent a competitive advantage over other ridge
vents. Woods says, “Roofing contractors have
become more sophisticated in their presentations
and adding Trimline Ridge Vents to the lineup can
separate us from our competitors.”

Trimline Adds Value to the Home

Woods says today’s homes are being built tighter
than ever. The installation of proper ventilation

is critical to prevent damaging moisture build-up
in the attic. Trimline Ridge Vents, placed at the
roof’s ridgeline, help move hot, moist air out of the
attic. The builders who work with Woods know
that Trimline Ridge Vents protect the owner’s
investment in the home and add value to the entire
house.

Trimline is so confident that builders everywhere
will be satisfied with its ridge vents; it offers a
limited lifetime warranty. Trimline is the most
certified product in the industry, meeting all
building code certification requirements for
Miami-Dade County, ICBO, ICC, BOCA, TDI,

and UL Class A or C.
For FREE info go to http://pb.ims.ca/5644-10
For more information call 1-800-438-2920 or visit

www.trimline-products.com.

7l
=
e
i—

Pat Woods from
Cooper Mountain
Roofing uses
Trimline Ridge
Vents on new
construction
homes.
oo
ROOFlNG
(503) 649-2367
Portland, Oregon
Cooper Mountain Roofing

Inc. uses Trimline Ridge Vents
on new construction projects
for Lone Mountain and
Cascade Housing Group

Lone Mountain Construction
and Cascade Housing Group

Trimline Ridge Vent
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BUILDING PRODUCTS

1-800-438-2920

www.trimline-products.com

Certified for Performance
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Welcome to Blogland

A home builder's guide to surviving Web 2.0

By Erin Erickson, Group Managing Editor

Thanks to self-publishing blogging plat-
forms, anyone with opposable thumbs
and an e-mail address can share their
opinion about your company. Sound like a pub-
lic relations nightmare? It doesn't have to be; in
fact, you could consider it a blessing in disguise.

Corporate blogging expert Debbie Weil says
the current market condition is the perfect
time to start blogging because home builders
can position themselves as industry experts,
particularly at the local level.

In “The Corporate Blogging Book: Absolutely
Everything You Need to Know to Get It Right,”
Weil offers a 20-point inspection on the world
of corporate blogging. There’s a lot to keep in
mind.

Resources

One of the biggest roadblocks home builders
face is resources with time, people and money.

Don't let dwindling resources keep your
company from blogging. Consider the follow-
ing:

« Time. It takes as
much time to write
a blog post as it does
to skim the industry
news. In an ideal
world, blog posts
would be written
daily; realistically, at
least once a week
should suffice.

« People. You don’t need to hire a writer to
craft your blog posts, nor should you rely solely
on your marketing department to do the job.
In fact, the more people who write, the more
authentic it sounds. Weil advises builders “to
be authentic and credible in what they’re talk-
ing about.” Need an example? When The Wall
Street Journal talks trash about your market,
don't tell your customers everything is rosy; in-
stead, have someone in sales write about how
they’re reaching out to the community.

rar. Sl
me COrporate
BLOGGING

Book>>>Debbie Weil

Absolutely Everything You
Need to Know to Get It Right

« Money. Consider a
blog the cheapest mar-
keting dollar you've
never spent. The most
notable blogging platforms are free. They come
pre-installed with templates and don’t require
you to have any knowledge of computer pro-
gramming.

Dealing with negativity

If you're as tired as we are of the mainstream
media picking on the housing industry, a blog
might just be the proactive solution you're look-
ing for. Ditto that sentiment when responding
to the hate mongers who publish sites like
“Ihate[insert home builder’s name here].com.

Unfortunately, says Weil, there is no black
and white answer to responding to negativity.
She does recommend builders use the corpo-
rate blog to take control of the conversation.

When it comes to homeowner blogs, “Ab-
solutely respond in some way; just don't be si-

These guys blog, too

Still not sure how — or if — your company should blog?
Check out these corporate blogs for inspiration:

Dell > http://direct2dell.com/one2one/default.aspx
Johnson Controls > www.yourenergyforum.com
Owens-Corning > http://saveenergy.owenscorningblog.com
Google > http://googleblog.blogspot.com

lent,” says Weil. Combat negative remarks with
a customer-friendly resolution; offer an apology
and means to remedy the problem.

Weil also advises builders to take a good look
at what the commentators are saying about
your product; be sure you're really willing to
hear critical feedback.

Overall, Weil says, make sure there’s a stra-
tegic reason for starting a blog. Blogs shouldn’t
be an afterthought or last ditch effort to cull
customers. PB

Blogs
by the
numbers

According to Technorati,
a Web site that
considers itself “the
authority on what’s
happening on the World
Live Web, right now”:

175,000

The number of new
blogs created every day

1.6M

The rate of posts per day
that bloggers make as a
collective group

18 sec.

Those 1.6 million posts
are updated at a rate of
18 updates per second.

112.8M

The number of blogs
Technorati is currently
tracking in the world

39%

According to a Pew
Internet & American Life
Project Tracking survey,
that’s the number of
adults surveyed who
read someone else’s
online journal, Web log
or blog.

22%

The percentage of
adults, according to a
Pew Internet & American
Life Project Tracking
survey, who post
comments to an online
news group, Web site,
blog or photo site

www.ProBuilder.com
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Introducing...

SFBC

Building Solutions

Today, we've grown to offer so much
more than CPVC piping solutions.

In addition to being the only global
supplier of both CPVC and PEX piping
technologies, our compounds can be
used to produce weatherable fencing
and siding materials, industrial systems,
and even aircraft interiors. With all that
product diversity together with our
collective expertise, technical resources
and rich history, we had to come up
with a new name to describe everything
that we now offer.

www.fbcbuildingsolutions.com
888-234-2436 ext. 4477393

For FREE info go to http://pb.ims.ca/5644-11

FBC Building Solutions™ is a trademark of The Lubrizol Corporation
© The Lubrizol Corporation 2008, all rights reserved.
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5 Executive Faves

By Felicia Oliver, Senior Editor

fter 12 years in the real
estate industry, former
anagement  consul-
tant Erik Froelich has learned
what it takes to get the job done
right. During the most grueling
of times, the general manager of the Ra-
leigh-Durham, N.C., division of HHHunt
Homes knows business savvy and the abil-
ity to charge forward — with one’s sanity
and sense of humor intact — are keys to
being successful at the end of the day.
We asked Froelich what “tools” he relies
on daily to be the most effective, energetic
and inspired at his job. Here’s his Top 5:

My Blackberry:
It's the ultimate in-
tegrated  information
and communication
device. From task and
information manage-
ment to real-time com-
munication, this little
tool has helped me be a
much more responsive
executive. But I have learned that you have
to control it or it will control you before

roelic
you know it.

Scriptures: Daily reading
provides me with the grounding,
principles and inspiration I need
to navigate a world where compet-
ing priorities can provoke short-
sighted responses in our relationship with
others.

Management Lit: “Built to Last”
and “Good to Great,” both by Jim Collins,
are two classics that I refer to regularly to
remind me that,
to be great home
builders, we need
to build enduring
organizations.

Gym bag:
There is a direct
correlation between
the degree to which I get out of the office
and exercise daily and my personal pro-
ductivity. It not only helps relieve stress
but burn off the extra calories I consume
when I feel said stress!

Photo of my beautiful wife and
five kiddies: A reminder of what mat-
ters most and that my job is just a means
to an end after all is said and done.

WORLD NEW HOUSING UNITS

Source: “World Housing” report by Freedonia Group

(ooo Units)
9% Annual Growth
2001 2006 2011 2001-2006 2006-2011
World New Housing Units 44,140 52,230 57,900 3.4 2.1
North America 2,597 2,967 3,135 2.7 1.1
Western Europe 2,053 2,513 2,485 41 -0.2
Asia/Pacific 28,990 33,930 37,650 3.2 21
Other 10,500 12,820 14,630 41 2.7

THE FREEDONIA GROUP’S “WORLD HOUSING” REPORT, published in December, indicates global hous-
ing demand will rise 2.1 percent annually through 2011. The trend-analysis company’s research

shows most of the growth will be led by the developing regions in Africa, Mexico and Asia. That rapid
regional growth will create a demand for new housing that will be difficult to meet.




From plumbing to siding
to fire sprinkler systems
and more...

All the pieces have now
come together to solve
many of today’s toughest
building and industrial
challenges.

Long-term reliable products
with more than 45 years
proven performance

Fast-efficient installations

Cost-effective material
alternatives

You might not recognize our new name,
but you already know what we stand for.
As the market leader in CPVC innovation,
we’ve been providing the technology

that brought you high-performance
FlowGuard Gold® plumbing systems,
BlazeMaster® fire sprinkler systems, and
Corzan® piping systems — the most
specified non-metallic systems in the world.

www.fbcbuildingsolutions.com
888-234-2436 ext. 4477393

SFBC

Building Solutions

Introducing...

2FBC

Building Solutions

FlowGuard Gold® Pipe and Fittings
BlazeMaster® Fire Sprinkler Systems
Corzan® Piping Systems

FlowGuard® Bendable Composite Pipe
FlowGuard™ Flex 3 Layer Piping Solution

TempRite® HDX 220 Technology

For FREE info go to http://pb.ims.ca/5644-12
FBC™ and FlowGuard™ Flex are trademarks of The Lubrizol Corporation
FlowGuard Gold,® FlowGuard® Bendable, BlazeMaster,” Corzan® and TempRite® are registered trademarks of The Lubrizol Corporation

© The Lubrizol Corporation 2008, all rights reserved.



Professional Builder Magazine and the NAHB Design Committee announce the...

Entries are now being accepted for the 25" Anniversary
Best in American Living Award—
the most prestigious
residential design competition in the industry.

Builders, architects, designers, industry leaders who submit projects
remodelers, developers, land planners that best define the standard of

and interior designers are invited to excellence in the residential building
enter their most creative, innovative industry. Be part of BALA 08.
projects in 36 categories. Register today!

The BALA 08 prizes will be awarded For complete category information,
during the 2009 NAHB International judging criteria and the BALA 08
Builders Show® at a spectacular registration form, go to

evening celebration honoring those www.ProBuilder.com/BALA




Submit your winning designs in
these categories:

e Single-Family Detached

e Single-Family Attached

e Custom Home

e Spec Home

e Affordable Housing

e HUD Secretary’s Award for Excellence
¢ Rental Homes

e Community Design

e Smart Growth

Interior Design (Some categories are

e Best Kitchen sub-divided according to

e Best Bath project size. See the BALA 08
e Best Specialty room Registration Form at

e Best Detail www.ProBuilder.com/BALA

e Best Amenity/Facility for details.)

www.ProBuilder.com/BALA

oﬂ" W Soe

PTOTesSIiondl E‘Eﬁp QII I
Builder; TS VI NARB




—— 1 BUSINESS MISTAKES |

Professional Builder / April 2008

The market will get better.
Until it does, study this list
and make sure you

don’t commit the same
mistake twice.

By Erin Erickson, Group Managing Editor

www.ProBuilder.com
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MOST BUSINESS ARTICLES tell you how to improve your busi-

ness. Because we like to think we march to a different beat here

at Professional Builder, we've decided to try a different angle and let

you know what not to do.

We turned to experts such as Chuck Shinn, Scott Sedam, John

Rymer and others for input; the list on the following pages rep-

resents merely a sampling of their recommendations (Believe us

— they could go on!).

istakes not
o make again

ATTITUDE
Allowing the
market to affect
your company’s
character.

Industry expert Charlie
Jenkins chalks up things
such as poor decisions on
land purchases and compro-
mises on hiring decisions
to a good-looking market.
Once the market turns the
other direction, however,
everyone sings a different
song. “There is no substitu-
tion for good business char-
acter,” Jenkins says. “The
ideals, standards and values

that we base our company
strategies on should make
sense in a good market as
well as a bad market.”

SUPPLIERS AND
TRADES

Not having

a purchase-
order system.
No P.O. system
means no
agreement of trade
cost or specific
house information
in advance. Do yourself
a favor and get yourself
organized.

Jobs not ready for

trades. If your jobs
aren’t ready for the trades,
you're setting yourself up
for a big problem. Try dry
runs for trade contractors.

Paying

trades too
early. Pay your
trades too early and
you may not get
them to finish the
job, which creates a
need for punch-out
people, says consultant Chuck
Shinn — and that leaves you
to pay for the work twice.

April 2008 / Professional Builder
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Leaving money on

the table by pulling
all suppliers and trades
through the same cost-
reduction knot-hole.
Scott Sedam, TrueNorth,
recommends against a
one-size-fits-all approach to
cost-savings in the trades and
suppliers department. You're
“killing a loyal trade” with
that tactic, he says.

Continually
hammer suppliers
and trades to rebid
and cut margins. You're
better served working
cooperatively to eliminate
waste in product and
process.

Not checking in

on the purchasing
department. Although
purchasing is usually great
at negotiating the best price,
Sedam says, it doesn’t hurt
to challenge your purchasing
departments to show you
documentation that they are
not only negotiating for the
best trades by those criteria
but also for the best crews.

Holding on to

your trades and
suppliers out of
comfort.

Says consultant Chuck
Shinn: “[Builders are] wed
too closely to current trades
and vendors.” Maybe it’s time
for a trial separation. We're

not saying %
leave  them
all  together,
just give some-
one else a shot.
Repeat after us:
“There are no sacred
cows.”

LAND
Too much land
inventory. Use the
market recession to develop
a land strategy.

1 Buying land

outright. When
you buy land, have a due-
diligence period and a take-
down schedule.

1 1 Paying too much
for the land.

Shinn recommends build-
ers work backward from
house sales price and keep
land within market ratios of
sales price.

SYSTEMS, PROCESSES
AND COMMUNICATION
1 Lack of systems
and procedures.
Form a team and begin
to create standard operating
procedures for your compa-
ny if you don’t have them al-
ready. If your systems aren’t
documented, they don't ex-
ist.

1 Inefficient and

ineffective
systems and
processes. You may have
systems and processes in
place, but do they work?
Shinn recommends
analyzing, documenting and
streamlining processes for
maximum impact. Often
you'll find a lot of duplicate
efforts.

Professional Builder / April 2008

’ 1 4Lack of
ﬂf,_ . discipline.
- Your policies and

procedures are only
good if they are being fol-
lowed by everyone in the
firm. Hold your employees
accountable if they don’t ful-
fill their responsibilities.

1 Poor integrated
management
process. Fach man
may be an island but
your departments
shouldn’t be. Urge your
management team to get
behind integrating the
whole company. How?
Implement management
software; create a central
repository for information,
spreadsheets and reports;
and stop duplicating work.

1 No strategic

plan. Do you
know where you want your
company to be in three to
five years? Stay on course
by developing a strategic
plan. Shinn describes a
good strategic plan as a
written plan that helps
guide decisions and actions;
it should be reviewed and
updated at least annually
and should be used, not just
put on a shelf or given to
lenders.

1 Poor
communication.
Nothing  will
tire your staff
quicker than a
lack of commu-
nication.  Keep
the lines of com-
munication open
both to and from
the management

level. You'd be surprised how
responsive your employees
will be if you keep them in the
loop. Provide clear direction
and they’ll be yours forever.

1 8Lack of staff
training. Would
you want your next CEO to
come straight out of high
school? If you've dropped
new staff orientation
programs to save a buck,
you might as well start
recruiting your C-suite from
the playground. You'll save
money in the long run by
retaining “perks” such as job
training — both new-hire
and continual education
— as well as orientation and
advancement opportunities.

MONEY
1 9Not treating
land and home
building as separate
profit centers. The
dynamics of land and home
building are quite different,
says Shinn. Too many firms
“subsidize inefficient home-
building operations with
land appreciation.” Land
is a very liquid asset; don’t
dry up your cash reserves by
keeping your land and home
building operations in the
same bucket.

Pricing homes

on cost instead
of the market. Make
sure you're doing your
market research
before you start
building your
million-dollar
masterpieces.
The local market
will set the
sales price of
your homes,

www.ProBuilder.com



Wﬁatevér your vision, Variform Vinyl Sidi‘ﬁg, with our fashionable proﬁles,' rich color palette
and full complement of matching accessories, is the perfect siding choice to bring your best
ideas to life.

Unlike wood, fiber cement, or OSB, Variform Vinyl Siding provides wide variety at a lower
cost per square foot, installs quickly, and looks good season after season with very little
maintenance, so your neighborhood maintains its superior curb appeal for years to come.

And Variform’s stringent quality controls—backed by a solid warranty —means fewer callbacks
and happier homeowners, so when the sale closes, you can move on to other things.

Relax. Choose Variform Vinyl Siding.

* Variform commissioned an independent research study of homeowners in 2005 that was conducted by the Vernon Research Group. Respondents did not include homeowners with primary brick or stucco exteriors.

VARIFORM'

‘ SIDING ACCESSORIES TRIM

SOLUTIONS By
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not the cost of the goods
used. Direct construction
costs, not profits, are the
only variable in the pricing
formula.

21 Never giving
the level of
attention to a new
community startup
that is given to

sales, finance and
production. “There is
more money bled out on the
ground in the community
start-up process — from
signing a land contract to
opening the first model for
sales — than anywhere else
in home building,” Sedam
says. If you're starting a
new community, conduct a
true value-stream analysis
on your startup process
and then create a sensible,
streamlined process and
thoroughly implement it.

SALES
Lack of good
sales training.

Our Experts

Sales training hits to the
heart of selling your homes.
Take a good, hard look at
your sales training: can your
sales team demonstrate the
home and its products? Are
they asking the right ques-
tions? If the answer is no,
then it's time to retrain your
sales team.

You don’t know

your customer.
Do you know your cus-
tomer or just think you do?
If your entry-level options are
appealing more to the emp-
ty-nester crowd, reconsider
your customer profile and act
accordingly. Sales expert and
PB columnist John Rymer
recommends paying close
attention to your customers’
wish lists. “Whatever the last
three customers were asking

for ... everyone [will] want.”

An uncontrolled

selection
process. If you've been
sending customers to

Chuck Shinn Jr. has been a consultant and industry educator

since 1975. He has a doctorate in business management and has

improved the management skills of home builders to increase

their profits, quality and customer satisfaction.

John Rymer is the founder of New Home Knowledge, which

offers sales training for new home builders and real-estate profes-

sionals.

Scott Sedam is president of TrueNorth Development, a na-
tionwide consulting and training firm focused on quality, process
improvement and organizational development.

Stuart Teicher is senior vice president and general counsel of
the Teicher Organization in East Brunswick, N.J. The company
develops residential and commercial projects throughout New
York, New Jersey and Pennsylvania.

Charlie Jenkins is vice president of sales training for Ryland Homes.
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vendors or using allowances
instead of baseline
specifications, now is the
time to stop. Shinn suggests
taking control of the process
by setting time frames,
offering guidance and
packing selections, thereby
lessening the confusion for
your customer.

Mismanaging
HOA transitions.
Too many builders and
developers with homeowner
associations are notorious
for mismanaging the tran-
sition to homeowner rule,
says Stuart Teicher, senior
vice president and general
counsel of the Teicher Orga-
nization. The results can go
behind the typical wear-and-
tear fixes and turn into more
catastrophic problems such
as negative publicity from
HOA:s.

BUILD
No master
schedule.

Don’t leave your build
schedules up to chance — or
to your individual superin-
tendents. Not having
a master schedule
will leave you with
too many phone
calls, no consis-
tency and no
way of notifying
trades and sup-
pliers of what's
going on.

27 Inadequate

construction planning.
Don't be in such a rush

to reach the construction
phase. Opening a
community without finished
plans and specifications

or starting individual
homes without complete
information will lead to
inaccurate purchase orders.

No internal

inspections. Are
you conducting critical point
inspections? You should be.
Shinn advises three to five
detailed internal inspections
with the ultra-critical
internal final inspection
prior to the customer walk.

DESIGN

Poor product

design process.

This no-no is a first cousin

to mistake No. 23: know your
customer. Stop designing
homes you want to live in
and start designing homes
your customers want. Our
experts agree: you can’t for-
get to include your estima-
tors and production teams
in the process; they’ll know
what you don’t.

Inadequate
construction
drawings.
If your third-grader can
read your construction
drawings, you've got
some work to do.
Lack of details and
no consistency
leave a lot of room
for error and in-
terpretation, says
Shinn. “Trades and
supers haven't been
asked for input on
what they need, nor
is there a scope of work
for architects.” Be kind and
refine. PB
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THE BEST WOOD WINDOW
FOR BUILDERS JUST HAPPENS
TO BE MADE OF VINYL.

FLAT CASING * WOODGRAIN INTERIOR « DOUBLE HUNG ¢ SIMULATED DIVIDED LITES ¢ INTEGRAL BRICKMOULD/J-CHANNEL

Finally. A new construction window that combines the beauty of wood with the unbeatable advantages of vinyl.
Simonton ProFinish® Brickmould 600 Series windows are available with simulated divided lites, a rich woodgrain
interior, and a flat casing option that provides the classic appearance of traditional wood windows. They also
feature an integral brickmould that can function as a J-channel for the ultimate jobsite versatility. Best of all, their

lasting beauty is crafted in energy-efficient, low-maintenance vinyl. To locate a distributor, call or click.

2R

New Construction Windows
BERSIS@FRE MO UL L D+ 68 0508 SEESREINERS!

For FREE info go to http://pb.ims.ca/5644-14
1-800-SIMONTON simonton.com




The new idrive PRO.
Smart. Very smart.

See a Z-Wave” demonstration at www.\Wayne-Dalton.com/access nalton

©2008 Wayne-Dalton Corp.

Take a closer look at the idrive PRO®” garage door
opener, Z-Wave® enabled and smarter than ever.

The idrive PRO® has a brain. With the press of a button, the idrive PRO®
activates your Z-Wave® Home Controls products. That means appliances,
lighting scenes, HVAC and security systems can all be controlled with
one remote. You'll love the features that open a whole new world in home it gt A
control and access, starting right from your car. Smart...very smart.

Waynt

I
GARAGE DOORS & OPENERS

Z-Wave® is a registered trademark of Zensys, Inc. and/or its subsidiaries.

. b wn
For FREE info go to http://pb.ims.ca/5644-15 lzfe s ﬁ” ont door
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This just in: A mob of lawn gnomes have

picketed Indianapolis-based Hansen

& Horn Homes to guard their rightful

position in front yards throughout the city.

They’re protesting the builder’s threat to

build homes with character - not flanked

by characters. The protest, orchestrated INSIDE

by the builder’s marketing agency, Bradley Improve your sales negotiations
and Montgomery, actually increased _ [ page 41]

traffic, leads and sales - as intended. Charity begins with homes [ page 43 |

Kill the contingency! [ page 44 |

Professional Builder / April 2008 www.ProBuilder.com
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[ NEW HOME KNOWLEDGE ]

Improve Customer Negotiations

Want better results?
| Define the salesperson-home buyer negotiation process.

/ By John Rymer, New Home Knowledge

sk builders what they
hate most about the
current market and

chances are “prolonged nego-
tiations with customers” will
be near the top of the list. Yet
few builders are working to
improve the negotiation pro-
cess within their firms. Most
seem to take the position that
there is little they can do to
improve the situation until
the market improves.

Many forward-looking
builders see customer nego-
tiations as a way to get more
than their fair share of sales
at better prices than their
competitors. To get better re-
sults and more sales, builders
must train their sales team
on the essentials of negotia-

point persons in the negotia-
tions, representing the build-
er rather than the customer.

Consider why you may not
be getting the most from cus-
tomers looking to negotiate;
most potential offers never
make it to serious discus-
sion stage; most sales profes-
sionals take the side of the
customer and try to achieve
the lowest possible price for
the home; and most owners
and managers are spending
far too much of their time
negotiating with customers
— and are not trained in ba-
sic negotiation skills.

So what should you do to
improve the atmosphere and
receive additional offers at
the better prices?

To get better results and more sales,

builders must train their sales team on the
essentials of negotiations with customers.

tions with customers.

Get your goals straight

Begin by defining your
goals. I suggest three:

(r) We want to receive more
offers.

(2) We want customers to
understand we will consider
any fair value offer.

(3) We want to empower
the sales team to become the

Step 1: Create an environ-
ment where every offer —
even unrealistic offers — are
viewed as a positive event
and worthy of serious consid-
eration.

For example, if the cus-
tomer says, “We really like
your home and are prepared
to offer you $250,000,” your
sales professional should say,
“Wow, $100,000 under our

asking price is really a big dis-
count. Let’s talk through how
you arrived at that price.”

Step 2: Have the sales pro-
fessional and customer cre-
ate a worksheet that details
how the customers arrived at
a fair market price. It should
include a comparison to the
homes they are considering
and adjustments to show why
their offer is reasonable. Both
the sales professional and
customer should initial the
analysis. If they really want
your home, they will spend
the 15 minutes needed to do
the comparison.

Step 3: Require a deposit
prior to submitting the offer
to management. Customers
need to know that you con-
sider all offers seriously but
only if you are dealing with a
bona fide customer.

This negotiation process
requires more discipline but
rewards you by gaining the
ownership of the sales pro-
fessional and receiving more
offers at better prices. PB

John Rymer is the founder of
New Home Knowledge, which

offers sales training for new home
builders and real-estate profession-
als. He can be reached at john@
newhomeknowledge.com.

Rymer’s
Rules

BUILD AN
ENVIRONMENT
where every offer is
viewed as a positive
event and worthy of
serious consideration.

CREATE A
WORKSHEET that
details how the
customers arrived at a
fair market price.

REQUIRE A
DEPOSIT prior to
submitting the offer to
management.

www.probuilder.com
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CABINETS

THE
CUSTOMER
IS ALWAYS

Armstrong Cabinets was
Ranked “Highest in Customer
Satisfaction with Cabinets” by
].D. Power and Associates.

Www.arm strong.com

For FREE info go to http://pb.ims.ca/5644-17

Armstrong Cabinets received the highest numerical score among cabinetry brands in the proprietary ).D. Power and Associates 2007 Cabinet Satisfaction Study™. Study based on responses from 842 consumers measuring 7 brands and measures
opinions of consumers who purchased new cabinetry within the previous |2 months. Proprietary study results are based on experiences and perceptions of consumers surveyed in April-May 2007. Your experiences may vary. Visit jdpower.com.



[ ]

A Showcase Home for a
GOOd Cause By Susan Bady, Senior Editor, Design

arenz Builders of Germantown, Wis.,
Bfound a unique way to help adults and

children with muscular dystrophy: a
fund-raising event that lets people travel without
leaving home. Last October, Barenz hosted “Pass-
port to Europe: A Dream Home Tour for an MD
Cure,” which raised $60,000 for the Muscular
Dystrophy Association of Southeastern Wiscon-
sin.

Participants in “Passport to Europe” toured the
Barrington Manor, a 10,000-square-foot home
Barenz built. Among the features of the Eu-
ropean estate, which sold prior to the event for
$2.1 million (without lot), are a stone turret; alder
woodwork with walnut burl inlays; three stone
fireplaces; a state-of-the-art home theater; and a
ballet studio.

“We chose MDA because we thought they
were underserved,” says Vice President Cheryl
Barenz. “And the research we've done assures us
that the money we raise will stay in southeastern
Wisconsin, directly benefiting those [here] who
have the disease.”

“Passport to Europe” kicked off with a VIP
reception at a local country club, where interna-
tional food-tasting stations paired with imported
beverages. The VIPs included suppliers and
trade contractors who worked on the Barrington
Manor and the builder’s past and present clients.
Guests even took a limousine to the home, and
the public was invited to tour it for a week after
the reception.

Barenz didn’t have to act alone. Area distribu-
tors, including Kohler and Pella, came on board
as sponsors, and the local CBS affiliate broadcast
reports about the event during the week prior to
the VIP party.

About 200 people attended the VIP reception
and more than 4o0 visited the home in the fol-
lowing week. And that exposure generated some
good leads for future custom-home projects, says
Barenz.

This is the second year Barenz Builders has
organized a Passport event. In fact, it's been so
well-received the company has already started
planning the 2008 event.

VIPS, and later the
public, toured the

Barrington Manor,
an estate home with
a European flavor.
Invitations to Barenz

Builders’ travel-themed
VIP reception for
muscular dystrophy
resembled a passport.

“

It's Not All Bad

Who said the housing market was untouchable” Some celebrities
don't seem to think so and are diving iN. By Jennifer Powell, Staff Writer

money on the housing industry, then

maybe there’s hope for us after all.
Here are just a few stars who have a name
tag attached to a home building project:

If celebrities are willing to put their

He has movies to his name, but his
newest project isn't a film. It’s rebuilding
New Orleans’ Lower Ninth Ward with
energy-efficient homes. Pitt partnered
with Make It Right, an organization that
helps rebuild the area and so far has
raised money for 81 of the 150 homes
planned.

Would you like a house to go with that
bath towel? KB Home has partnered with
lifestyle expert Martha Stewart to create
high-style home designs inspired by
her own homes. For one home design,
Lily Pond, she borrowed ideas from her
beach cottage in Long Island. Another
design, Skylands, is a tribute to her own
1925 stone house in Maine. Home buy-
ers can even choose landscaping pack-
ages designed by her personal gardener.

The actor-turned-producer is working

on a 13-part series with his production
company, Appian Way, on the rebuild-
ing of tornado-ravaged Greensburg, Kan.
The entire town will be energy-efficient,
and you’ll be able to see how it came to-
gether on Discovery Channel's new net-
work, Planet Green.

Shaw Floors has paired up with Kathy
Ireland, supermodel/designer extraordi-
naire, on more than 236 rugs with her
designs. From the Home Essentials to
the Young Attitude, there’s a rug for every
homeowner.

www.ProBuilder.com
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The need to sell an existing
home should never stop a
new-home sale. Here’s how
some builders work around it.

By Bill Lurz, Senior Editor

Photo: Getty Images
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Contingency!

Contingencies ‘are killing the move-up market. Balkyshome
shoppers often refuse to buy the new home theyteally want un-
less the purchase contract carries a clause requiring sale of their
existing home. It’'s a sham, a negotiating ploy. Don't fall for it.

What they really mean when they say, “I can’t sell my home”
is, “I can’t sell it for the overheated price my neighbor got three
years ago.”

Many of these contingent sales “contracts” carry microscopic
down payments — as little'as $500 — and even those are of-
ten refundable. “Contingencies are nothing more than ques-
tionable deposits,” says home marketing guru Rich Elkman of
Philadelphia-based Group Two Advertising, “but many builders
believe they have to use them to get their hook into a buyer.”

If you must sell houses with contingencies, treat them as
what they really are: a temporary stepping stone toward a real
down payment, one a mortgage lender will actually recognize,
like five or 10 percent of the purchase price. Never take the
house and/or lot off the market, because in many areas of the
country 50 percent or more of contingent sales fall out. Don’t
take the chance of passing up a real sale for a phony one.

And in the meantime, attack the faulty logic behind the con-

www.ProBuilder.com



tingency with empathy for the welfare of your customers. They
need to know what you know: that contingencies do no good GET YOUR TRADES WORKING

for anyone and harm most the prospects hiding behind them. ON THE EXISTING HOME

Here’s a litany of sales tactics you can use to bring prospects If the prospects’ existing home needs work to maximize
to sound thinking on this issue, developed by some of the best its value in the resale market, put your own trades and
minds in new-home sales. You can move people into non-con- vendors to work bringing it up to snuff.

tingent contracts. “Send a sales agent and construction super out to
You can kill the contingency — dead. evaluate what can be done to make the home more
marketable,” sales trainer Bill Herring suggests. “Then
tell the prospect, ‘We’ll get bids from our trades, at our

rates, to do this work for you, but only if you sign a non-
Sales trainer Bob Schultz of New Home Specialist Marketing contingent sales contract on your new home. Our trades

Group in Boca Raton, Fla., says no one can truthfully say, “I need work. They'll give you a good price to put your
can’t sell my house.” house in condition to sell fast, because they want to build
your new home.”

Maybe such a visit will reinforce in a prospect’s mind
just how much that old home costs to maintain and
how much better it would be to live in a new one that’s
energy and resource efficient, as well as much less
maintenance intensive.

Then, Herring suggests, send your interior merchan-
disers out to have a look at what they might be able to
do to make the inside of the home more marketable.
“They’re not working enough either,” he says, “so the
probability is, they’ll volunteer to provide this low-cost,
discounted service to prospects — especially if it means
a sale that moves them closer to the next set of models.”

“Existing
homes  sell

in every market,

all the time,” Schultz
says. “What they really mean

is, ‘I can’t sell it for what I think it's
worth.” They don’t want to lose’ the differ-
ence between what their house might have sold

for in 2005 and what it will fetch today.”

Schultz calls the difference “phantom profits” and sug-
gests a simple question to unravel the faulty logic behind the
belief this is anything that can be “lost.” “Just ask, ‘What do you
think the price of this model home would be if the market were
still like it was in 2005?” The answer is, of course, even higher
than the 2005 price of their existing home. Then you tell them
the reason: ‘This house has all the new features and benefits

www.ProBuilder.com April 2008 / Professional Builder
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“Contingencies are nothing more than questionable
d@pOSitS .” — Rich Elkman, Group Two Advertising

your old home will never have!”

What sales agents must do, Schultz says, is
explain that buying a new home allows peo-
ple to transfer the equity they've built up in
their old home to a new one that will always
increase in value faster than the inferior older
home. “Once we get prospects thinking about
the market logically, they're moving in our
direction,” Schultz says. “They won't write
a check on the spot, but theyre thinking it
through — getting past the psychological bar-
rier of phantom profits.”

Then there’s the kick in the pants: “Just
mention that if they wait for the market to
come back to that pricing level,” Schultz ar-
gues, “their kids will have to stay in their
present school for many more years, they'll
continue paying those exorbitant costs to heat
and cool the old place, and the new home
that’s available today — on that lot by the park
— will be gone.”

Every new-home sales expert and successful
sales manager we interviewed for this report
was adamant that, if you take a contingent
contract, you must take active control of the
effort to sell that existing home.

“Get an accurate appraisal,” says Houston,
Texas-based sales management consultant
Tom Richey. “Get the right real-estate broker
listing the home and the right Realtor mar-
keting it. Make sure enough money is spent
on advertising and open houses. See to it that
the house is staged correctly and the owner is
trained to show it when the agent isn't there.
Get a good sign in the yard. Air-Wick it so it
smells fresh. Let’s really push it.”

If the prospects are really serious about get-
ting out of that existing home, they will agree
to sell it at the appraised value or less, says
Satellite Beach, Fla.-based sales trainer Bill
Herring. “And we can get a really professional
Realtor — one of ours — to list it for 3 per-

Professional Builder / April 2008

LEASE THE HOUSE

If real-estate values have declined
precipitously in the market, many
move-up prospects would be well-
served by creating a business to
lease their existing home beyond the
closing date for the new one.

“Holding ownership for a year or
two might be a smart investment
strategy,” says consultant Tom Richey
of Richey Resources. “Then we can
say, ‘I've visited your home and |
know the area. Here’s what we can
get for it on a lease, within 45 days,
compared to what you have going
out on your mortgage. Now, plug in
a number for depreciation on the
house and lot. What kind of write-off
can you get on that depreciation? You
can create an income stream from
that home, and as the market gains
strength, you’ll get some appre-
ciation. You can take a property you
bought on leverage and slide it into
a business. You’re in good shape if
we can get the numbers reasonably
close to break-even.

“Even if the business goes slightly
negative, it may make sense,” Richey
says. “It then becomes a tax deduc-
tion, and as the market strengthens,
the prospect has two homes build-
ing equity rather than one. Many
move-ups can afford to look at this
strategy.”

Business leasing may be the per-
fect play for well-heeled move-ups
who can see that the current down
market will not last forever and don’t
want to miss the right time to buy
new just because they can’t get top
dollar for their existing home.

cent commission rather than the standard 6
percent. He'll take it at a discount because he
knows the owner is motivated. It's going to
sell fast. And the reduced listing fee allows
our prospect to lower his price even more.”

Bob Schultz says this process shouldn’t be
compromised, even if the prospects are from
out of town. “Even if you're selling them a
house in Florida, and their existing home is
in New Jersey, we have a wealth of resources
online that allow us to take control of the re-
sale process,” he reasons.

You can identify three or four brokers from
their home zip code, call them and ask if
they're interested in the referral, Schultz ad-
vises. “If I call four, I know I can find one that
has the qualifications we require and will take
the listing at a discounted listing fee, because
they know this listing is being spoon-fed to
them by a motivated seller.”

Aloan that rolls automatically from construc-
tion financing into a permanent mortgage
has the ability to negate any need for a con-
tingent sales contract, especially for move-up
buyers in the custom home market.

“We're utilizing construction-to-perm fi-
nancing exclusively,” says Tom Davis, a long-
time sales executive who recently moved
into a new position as director of residential
operations for Christopher Burton Homes,
a Melbourne, Fla., custom builder in the
$600,000 to $2 million price range. “That
offers the built-in advantage that the buyer
doesn’t need to sell his existing home to sign
a non-contingent contract and get us started
building the new one.”

Buyers with a good chunk of equity in a
valuable existing home have this financing
option, Davis explains, and it opens a win-
dow of opportunity for them to buy a new

www.ProBuilder.com



Ourfansrespond automatically, should things geta I|ttle hum|d

The bathroom’s reputation as the second most-humid place on earth is, un'fort{mately,

a well-earned one. Which is why we endowed our latest fans with the ability to

adapt seamlessly to that environment. They don’t just remove moisture, they sense it.

Responding automatically to rapid changes in humidity. They:simply turn
themselves on and off as needed, returning your bathroom to a more
hospitable environment. And with their energy star rating, a greener one too.

©2007 Broan-NuTone, LLC. NuTone is a registered trademark of NuTone, Inc., a subsidiary of Broan-NuTone, LLC. Patents pending.

For FREE info go to http://pb.ims.ca/5644-18

o

ENERGY STAR

Nulone

To find out more call
1-800-543-8687 or visit nutone.com
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“You've got to have an action plan to deal with con-
tingencies, but it’s even more important to educate
buyers about where this market is headed.”

— Tom Stokes, Sterlingcrest Homes

home from a custom builder at the low point of the market,
then sell their current home 18 months later (as the new one
nears completion), in a rising real-estate market.

“Home prices are now down to where people think we're
close to the bottom, if not there already,” Davis says. “We're
now talking to more people than we have in a year, and we'll
have a great year in 2008 because construction-to-perm loans
allow people to tap the equity in their existing home — or move
money out of the stock market — to make the down payment
on their construction loan. The bank generally requires that
to be 20 percent of our price for the new home. That gets us
started. Then they have 12 to 14 months of construction time
to wait for the market to come back before they even put their
existing home on the market.”

Right now, lot prices are low, construction prices are down,
and interest rates are also low—so it’s a great time to buy a new

custom home, especially if the buyer believes market condi-
tions will improve in 2009 and 2010. Davis says Burton only
closed a few houses in 2007, but will close two this year before
the end of April, “and we have six houses under construction
priced between $1 million and $3 million, then three more due
to start within the next couple of weeks.”

It will be more than a year before those buyers’ construc-
tion loans roll into permanent mortgages, giving them plenty
of time to sell their current homes. “We have two buyers who
just put their houses on the market because their new homes
will close in May or June,” Davis says.

“And interestingly, they've priced those existing homes very
realistically. They will sell. The buyers are not looking for big
gains. They just want to get into their new homes. They're tired
of waiting.” PB

Production builders, as well as custom builders, will find today is the
right time to sell to people who want to buy at the bottom of the market.

“We believe you've got to have an action plan to deal with
contingencies, but it’s even more important to educate buyers about
where this market is headed,” says Tom Stokes, executive vice presi-
dent of Atlanta’s Sterlingcrest Homes, a production builder with
prices running from $150,000 to over $1 million.

“Many people are hesitant to put their homes on the market in
today’s climate,” he says, “but we try to build urgency that the time
to buy is now. And it’s getting easier. Atlanta burned through 20
percent of its inventory of unsold new homes in the last two months
of 2007. And we all know that the best stuff sells first. We carry 20 to
30 specs most of the time, and we're starting to build more because
what we have is selling,” Stokes says. “But pre-sales have an advan-
tage for contingent buyers because there're six months between when
they sign the contract and closing. If we can convince them that the
market has turned, they'll rush to buy because they want to buy low
and sell high.”

Englewood, Col.-based sales trainer (and Housing Giants

Professional Builder / April 2008

columnist) Rick Heaston says the big thing to keep in mind is
that buyers have to want a new home badly enough to risk selling
their current home in a challenging market.

“The real catalyst will always be a compelling desire to get out of
the old one and into the new,” Heaston says. “Controlling the pro-
cess and getting a good Realtor to list the existing home won't help
unless you get to the root and create the belief that the new home
is much, much better than the old one, and that there’s a unique
opportunity to make the move now.”

Rhonda Oellerich, vice president of sales for Keystone Homes
— the largest production builder in Augusta, Ga.— says the hard-
est battle to win with contingent buyers is overcoming their sense
that if they put their home on the market at today’s price, they lose.
“We have to show them they'll gain by getting out of that old house
as fast as possible, transferring their equity into a new home that
will grow that equity faster from day one.

“The attributes, features and benefits that make living in a new
home so much more enjoyable also make it a better investment.
Every day they spend in that old house is costing them money.”

www.ProBuilder.com
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There isn’t¥gmuch~don’t hear about over these

jéct updates, building permids, lunch
orders,,};lﬁaseball scores, and plenty of profanity —
much'of which revolves around shower valves.
Either someone ordered the wrong valve, or installed
the wrong valve, or changed their mind at the last
minute. Can someone just make one valve that fits
any shower so | don’t have to listen to all this
chatter? It's giving me a headache.

The New MultiChoice™ Universal Rough allows you to make valve function

and style changes without opening up the wall. So you can offer your @ D E LTA

customers upgrades, and yourself peace of mind. SaveTheTile.com

For FREE info go to http://pb.ims.ca/5644-20




Cabin

One hundred years ago, The Kootenai near

ve r Bigfork, Mont., was a private retreat for.the
rich and famous. Today it’s a second-home
community offering 32 new cabin homes,
including the 4,688-square-foot Meadowlark.
Built by River Run Associates of Bigfork, "
this $3.4 million spec has ample patios and
balconies for enjoying the lake, the woods

__—andthe vastMontana sky.

\ Photography bys#llen-Kennedy |
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Cost-effective design ideas [ page 52 |

Innovative TND in N.C. [ page 58 |
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[ SOLUTIONS |

Price
Chec

Get creative with cost-effective

solutions that add design flair

_ .th t . . GOOD, COST-EFFICIENT DESIGN begins
withou CompromISI n_g your with a simple four- or six corner

product’s affordable price tag. footprint that can be dressed up with

color and architectural detailing. Also
By Ann Matesi, Senior Contributing Editor consider land plans that feature smaller
yards in favor of boosting community

Photos: Dahlin Group Architectural Planning
space. And never, however, overlook

the importance of some type of
indoor-outdoor connection in homes.
Every buyer market wants this, say the
experts.

Professional Builder / April 2008 www.ProBuilder.com
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Thank the Internet, TV shows, special-interest publications,
4 &I e local home-improvement centers and even your competition
) i = L for inspiring your budget-conscious buyer. These days, even
i ".‘i s [] 5 the thriftiest shoppers expect more bang for their buck. To
e T B catch their eye and make the sale, you have to give them a
(o B = & product that packs a visual punch and gives them the style
| §., : and amenities they want, without busting their bottom line

- — ot your own.
: : For Mitch Davis, vice president of land acquisition and mar-
- ol ; ket strategy for residential builder C.P. Morgan Communities,
one of the best ways to keep costs in check is to identify what
your target market finds most important in a home and de-
UL T . fi < liver exactly that — without going overboard on the extras. “If
% /| you try to force them into purchasing features that they don’t
’ - value as part of the design, then you may well lose them as a

buyer.”

“This is particularly true at the lower price points,” con-
tinues Davis, “where being able to reduce costs by $2,000 to
$5,000 dollars and still give the buyer what they are looking
for can make the difference between them owning a home of
their own or staying put in an apartment.”

7
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The Indianapolis-based residential construction firm is
a leader in a region that consistently ranks at the top of the
country’s most affordable major housing markets.

Builders should consider the age, income and lifestyle of
their buyer market profile, say housing industry experts. Each
of these affects the housing product in terms of living space
and amenities.

Knowing your buyers and designing homes to meet their
specific needs is critical, agrees architect Daniel O’Malley, prin-
cipal with BSB Design’s Chicago regional office. “This makes
a tremendous difference in what features are important in a
home and where you can cut back.”

“It all comes down to recognizing what your buyer is will-
ing to spend their money on,” says John Bean, C.P. Morgan’s
director of design.

“The key to dressing up an affordable product is good mer-
chandising in your models,” says Deanna Sihon, vice presi-
dent of consulting with New Home Trends, a Bothell, Wash.-
based research and marketing consulting firm that tracks data
on new home construction.

Builders who are willing and able to adapt quickly to meet
the changing needs and preferences of their buyers and do it
cost-effectively are likely to be the most successful.

Here are a few suggestions for keeping costs in line without
sacrificing style or excitement.

Rethink construction details, materials

“There are cost implications in everything we do when we
design a home,” says O’Malley. “The cost/value/benefit ratio
must be carefully studied in order to make the right decisions
when it comes to affordable design.”

For O’Malley, the design process begins by addressing the
shell of the building. The goal for an affordable home, he says,
is to create a four- or six-corner structure. This simplifies ev-
erything that follows: the foundation, the framing of the walls
and the roofline.

“A good, simple plan is developed from the outside in,”
O’Malley continues.

Builders can also save money by backing off on the soaring
ceilings heights that have been a standard feature in homes in
even the most affordable markets over the past 25 years.

“Lowering ceiling heights is a good way to save on lumber,”
says architect John Thatch, design principal for Dahlin Group
Architecture in Pleasanton, Calif. “Not only does this reduce
materials costs, but it also boosts energy efficiency.”

When it comes to selecting construction and finish materi-
als, builders should think long-term rather than focusing sim-
ply on the immediate costs, recommends Thatch.

Some other cost-cutting measures include:

« Limiting variations in roof truss size

« Choosing floor framing systems that use I-joists or floor
trusses that permit longer spans, reducing the need for load-
bearing interior walls
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IDENTIFY WHAT YOUR target buyer
perceives as most desirable for their
lifestyle and then deliver. Remember,
buyers are often willing to make
tradeoffs in some areas to get what
they want in others, says John Bean
of C.P. Morgan Communities. Lower

ceilings, open floor plans and controlled
lighting are all key features of cost-
efficient design. Corners and nooks can
provide space for built-ins.

F
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SITE PLANNING WITH A COMMUNITY VISION

“Implementing a plan for cost savings begins at the start of the design process,” says builder Eric Campbell,
founder and head of Kirkland, Wash.’s CamWest Development, one of the top production builders in the Puget
Sound area. The company employs smart land use principles to build moderately priced residential communities in
close proximity to the region’s major employment centers.

“That process begins for us with the creation of an architectural-based land plan that we sometimes refer to as
‘density without intensity,”” says Campbell. “We act as our own developer. This allows us to be very creative when it
comes to how our homes fit into the overall site plan.”

The builder’s developments feature more expansive community parks, walking trails and open space rather than
large yards for each individual home. “We have found this to be a much more effective use of our land resources,”
says Campbell, “because it benefits everyone. This way you can provide open space that is large enough to be
truly functional for all types of activities including soccer, football and baseball for the kids in the community.”

Consider doing the following:

e Opt for site planning that is more conducive to higher density residential construction.

¢ Maximize the efficiency of roads and paved surfaces within the community.

® Reduce standard yard size in favor of creating large common areas that are more user-friendly.

* Emphasize the fact that smaller yards require less maintenance by homeowners.

® Preserve indigenous vegetation whenever possible to create natural buffer zones and screening within a
development. This can reduce landscaping requirements dictated by the local municipality.
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« Vertically stacking plumbing cores

« Installing composite roofing materials that offer the dual
benefit of being lightweight and durable

« Using high-quality engineered materials to reduce costs
and callbacks

Get creative with exteriors
Simplifying the residential “box” doesn’t relegate an afford-
able home’s exterior elevation to the land of bland.

“We can take that simple form and add all kinds of character
to it with applied elements such as verandas, gables, accent
siding and trim details,” says Thatch.

“We encourage builders to put their dollars where it will
have the most impact,” agrees O’Malley, “and that is on the
front of the house.”

Simplify interior spaces

“We are really moving toward the not-so-big house today,”
says Campbell. “People are looking for less square footage
but higher quality. In the past, everyone tended to measure
the value of a home based on its size alone. But that's really a
poor use of the cost-per-square-foot equation. If you use space
more efficiently, you can actually reduce the square footage of
a home significantly and still have the same size rooms.”

O’Malley calls this “uncluttering” a plan, or fine-tuning it to
maximize functional space for the homeowner and eliminate
what they don’t need.

One area to never cut back on in terms of drama, say the
experts, is in the entry. Creating a high-impact line of sight
in this part of the home, either by establishing a long view
through the interior or by providing vertical views up into loft
space, will make even the most affordable home appear to be
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KITCHEN ISLANDS (left) remain at the top of the list of must-haves for homes
in all price ranges. The bigger the better, say the experts; islands can serve
a variety of functions at the same time, from meal prep to homework center
and room divider. Choosing high quality exterior finish materials (right)
actually cuts costs by reducing callbacks. Narrow-frontage homes require
less accent materials to add visual interest, says builder Eric Campbell.

more spacious.

And when it comes to the master bathroom, builders should
continue to maximize its impact by giving it a spa-like feel.

Think about:

« Creating “swing” rooms that give homeowners a choice in
how the space can be used to suit their needs

« Minimizing interior hallways

« Eliminating multiple bathrooms in favor of a larger hall
bathroom to serve the secondary bedrooms

« Adding 6- to 8-inch depth to the powder room make it
feel larger without affecting the overall space planning in the
home

« Providing options for finished space in basements, above
garages or in the attic

- Continuing to focus on the kitchen as the command and
entertainment center with triangulated designs that promote
visual connections

« Designing multipurpose mud rooms with built-in stop-
and-drop centers to catch clutter

Balance beauty and value

When it comes to budget-friendly products and materials,
there are more options on the market today than ever before,
says Sihon. Some suggestions:

« Get on board the green bandwagon. High-efficiency, envi-
ronmentally friendly materials and products reduce mainte-
nance and operating costs for the homeowner.

« Standardize wherever possible

« Use composite rather than hand-milled wood trim and
choose simplified profiles

« Opt for a single- rather than double-bowl vanities

« Decrease the size of secondary bedrooms PB
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and AVID Leadership Conference

Tools for the Turnaround
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In 2008 Professional Builder and AVID Ratings join forces to create the
most comprehensive management conference for the building industry:
the Professional Builder Benchmark and AVID Leadership Conference.

Meet us at the historic and architecturally significant Arizona Biltmore Resort & Spa to
address the issues of preparing your company for the coming business turnaround.

Hear stimulating keynote speakers Terry Jones, founder of Travelocity.com and Neil Howe,
historian, economist and demographer discuss how today’s decisions can make or break
your business future.

Participate in robust roundtable sessions on customer loyalty, business execution, and
leadership development. Learn what the best builders in America are doing now to ready
their companies for better times.

Celebrate the achievements of the National Housing Quality Award Winners,
2009 Builder of the Year, and AVID Award winners.

The Professional Builder Benchmark and AVID Leadership Conference provides an
unmatched networking environment you don’t want to miss!

For program details and registration visit www.Probuilder.com/Benchmark
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FEATURES TYPICALLY considered upgrades are part of the base package of amenities for the new
homes at Kitts Creek. That includes high-quality wood cabinetry, wood flooring and luxurious
master baths. “Our use of high-quality products translates to better value for our customers and
fewer mistakes on our part,” says Lanny Caldwell, co-founder of ExperienceOne Homes.

|
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A North Carolina builder’s neotraditional
community captures buyers’ hearts with
the architectural diversity of a custom
development.

By Ann Matesi, Senior Contributing Editor
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Caldwell and David Schmidt, founding partners of
perienceOne Homes, being different is a good thing. The for-
er Texas builders introduced the concept of traditional neigh-
yrhood design to the Raleigh, N.C., residential market back in
e mid-1980s with a project targeted to the area’s previously
erlooked empty-nester market. That project turned out to be
e top seller in its price range throughout the area for more
an two years running despite dire predictions from the local
11lding community, says Schmidt.

Today, they continue to be innovators with a unique produc-
n community, Kitts Creek, in Morristown, N.C., that recre-
ates the desirable random architectural character of neighbor-
hoods that sprouted up nearly a century ago with more than 16
different historical styles represented.

Kitts Creek is a 772-home neotraditional development adjoin-
ing Wake County’s research corridor and serves as an example
of the builders’ talent for combining standard plans with archi-
tecturally diverse elevations and high-quality, low-maintenance
construction materials. Caldwell and Schmidt say their goal is to
provide buyers with the best of both worlds: distinctive homes
that blend custom charisma with cost-efficient, high-quality con-
struction materials and methods.

“They've done it better than anyone else I've seen,” says ar-
chitect Victor Mirontschuk, head of top architectural firm EDI
Architecture. Mirontschuk worked closely with the builders to
develop the community’s portfolio of 21 one-, two- and three-
story single-family and attached plans. “The level of detail that
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EXPERIENCEONE HOMES offers buyers at Kitts Creek five series of home plans
to choose. Creating architectural diversity is a top priority in the community,
where each elevation is designed to give the home its own distinct appearance.

Targeted to buyer markets ranging from first-timers to empty nesters, the

master plan blends product lines to promote interaction among residents. The
heart of Kitts Creek (see community plan below) is a three-acre public park and
6,200-square-foot community center.

Photos: Creative Sources

GRAND BOULEVARD HOMES [
TRADTIONAL HOMES [_|
vituage Howes [

cormaces [

suNGALows [ ]
TownHomes [l

rururs oevesoruerr [l

they provide is exceptionally high inside and out. And they
have gone out of their way to make the elevations for all of the
homes really distinctive and playful.”

Five product lines are featured at Kitts Creek. Each is targeted
to a very specific buyer market: Cottage (first-time buyers), Village
(first-time move up), Bungalow (empty nester/retiree), Tradition-
al/Grand Boulevard (second-time move up) and Townhome (sin-
gles, professional couples, move down). They range from 1,900
to more than 5,000 square feet in size and are priced between
$260,000 and $700,000. With more than 165 sales to date, the
team says they have been right on, not only with providing a prod-
uct that buyers are attracted to but also in appealing to the mar-
kets they have identified, says Schmidt. So far buyers have been a
50/50 mix of locals and people relocating to new jobs in the area.

Plans were originally designed to offer up to five different ex-
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N The 30% post-industrial content can help contribute to LEED® and

'. " NAHB credits. The beauty and durability will impress your homeowners.
And the reduced environmental impact is a natural winner.

CertainleedH

CertainTeed is a member of the U.S. Green Building Council. Quality made certain. Satisfaction guaranteed.™

EXTERIOR: ROOFING ¢ SIDING « WINDOWS ¢ FENCE « RAILING « TRIM « DECKING « FOUNDATIONS  PIPE
INTERIOR: INSULATION « WALLS ¢ CEILINGS
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!’ Barhroom Kitts Creek, Morrisville, N.C.

) = 2

— e 9»&«(;5:0"‘ Builder: ExperienceOne Homes, Morrisville, N.C.
i Architect: EDI Architecture, New York
Master Suite Interiors: Model Home Interiors, Durham, N.C.
Volume Celing S
ek I Grand Opening: June 2006

PRODUCTS USED
Appliances: GE

Cabinetry: Merillat

FIRST FLOOR

PLAN 18A features an open floor plan designed for a large, active family and offers space to entertain on
the first and second floors. The home also offers plenty of flexibility, with a den/bedroom option on the
main floor and the possibility for a finished third-floor attic. Like all of the homes at Kitts Creek, this home

has an alley-loaded, rear-oriented garage.

teriors to choose from, but as popular models have emerged
since sales began at the community in June 2006, Caldwell and
Schmidt have not hesitated to add new elevations to preserve the
eclectic character of the community.

The result is that buyers enjoy a remarkable degree of flex-
ibility when it comes to choosing the style, color and detail-
ing of their home at Kitts Creek. In fact, one would be hard
pressed to identify two of the same models with different ele-
vations in the development simply by looking at them — even
when they are side-by-side. “We bet you won’t be able to,” says
Caldwell. “That’s why we call our homes custom repeats.”

Mirontschuk agrees. “Although they are doing production
building, they are actually providing a product that is far more
complicated that that. Most production builders develop a plan
and then alter the elevation slightly to make it look different.
But in reality, you can still drive down the street in these com-
munities and recognize that it is the same plan shown with a
different elevation. Not so here.”

Model displays builders’ detailed agenda

The striking 4,232-square-foot Victorian belle that serves as the
model for Kitts Creek’s four-plan Traditional/Grand Boulevard
line, Plan 18A, demonstrates ExperienceOne Home’s skill in rec-
reating authentic architectural detail. This one features lap and
fish scale siding, a turret, twin dormers and plenty of gingerbread.
Other elevations of the same plan — including Georgian, English
Manor, Adirondack or Rustic — emphasize the chameleon qual-
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SECOND FLOOR

Countertops: granite

Plumbing Fixtures: Kohler

Flooring: Mannington; Mohawk; American Olean
Security System: GE

HVAC: Goodman

Fireplace: Heatilator

Lighting: Seagull

Doors: Therma-Tru Doors

Windows: \Windsor Windows & Doors
Locksets: Schlage

Exterior Finish: James Hardie Building Products;
General Shale

Exterior Trim & Handrails: Miratec; Custom

Decorative Moldings; Fypon

Roofing: Tamko Building Products

ity that characterizes all of the homes in the community.

“Each elevation so completely changes the look of the home
that it does not appear to be the same model at all,” says
Mirontschuk. “It is really remarkable.”

Designed for the high-end move-up buyer market, Plan
18A features a flexible, family-friendly floor plan that includes
a formal dining room, spacious family room, sunroom, gour-
met kitchen and a study/bedroom option on the main floor.
A luxurious master suite shares the second floor with three
additional bedrooms and a huge recreation room. If the buyer
is looking for more space, this model also offers the option of
finishing space on the third floor as well.

Town opens the door to TND development

The builders chose Morrisville as the location for 200-acre
Kitts Creek after the local land planning commission recon-
sidered its long-range development plans. That meant open-
ing several large tracts of land formerly targeted for commer-
cial development to low-density residential.

“Morrisville’s proximity to Wake County’s Research Triangle
Park (an area bordered by Raleigh to the east, Durham to the
north, and Chapel Hill to the west) as well as its stable econ-
omy was what really drew us to this location,” says Caldwell.
“The town is at the center of a bull’s-eye target for new growth
in the area. It is right in the heart of the single highest density
area for employment in the region.”

Not only was Kitts Creek on the leading edge for new residen-
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There’s a reason
frying pans are made of
aluminum, not concrete.

Warmboard comfortably heats homes
using the same logic.

The thick aluminum surface of Warmboard radiant
subfloor possesses the two most important properties
for excellent thermodynamic performance: high
conductivity and low thermal mass.

Aluminum is hundreds of times more conductive than
concrete, which results in the lowest water temperatures
in the radiant heat industry and reduced energy bills.
Warmboard's low thermal mass permits it to heat up
faster and respond more rapidly than concrete slab-
based systems. This allows the right amount of radiant
heat where and when it is wanted.

When thinking about high performance and efficiency
of radiant heat systems, think aluminum, not concrete.

Contact us today for more information:
877-338-5493 | warmboard.com

warmboard
RADIANT SUBFLOOR

.A‘

US Patent No. 5,788,152  WiXrW

For FREE info go to http://pb.ims.ca/5644-25
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tial development in Morrisville,
but it was also slated to be the
city’s first TND project.

“The concept of TND is
not new any longer” says
Mirontschuk, “but for cities that
have no experience with them, a
builder does have their work cut
out for them.”

His advice:

B Get city officials involved
early on in the process.

® Show officials examples of
where TND has worked well.

® Create a planned unit de-
velopment so that you have
latitude in dealing with reduced
front and side yard setbacks, al-
leys and other design features
that fall outside today’s standard
municipal requirements.

B Demonstrate the positive
benefits of TND to city officials

and local residents.

“More and more municipalities
are requesting these types of proj-
ects as a rule these days,” continues
the architect. “Even in a challeng-
ing economy, we are seeing that
TNDs have held their values while
others have dropped.”

In addition to the appealing ar-
chitectural diversity of its homes,
Kitts Creek features classic “com-
munity building” design elements
such as curvilinear streets that slow
traffic; alley-loaded garages at the
rear of the homes, rather than on
their front elevation; sidewalks on
both sides of the street to promote
walkability; front porches on the
homes that encourage neighbors
to socialize; numerous pocket
parks; and a spectacular commu-
nity center that includes a 6,500-
square-foot clubhouse, 8-lane com-

“At the turn of the century, there were no production builders. Every

house was unique,” says ExperienceOne co-founder Lanny Caldwell.
“After World War 11, this began to change. We started to mass produce

communities that isolated people rather than brought them together, and

homes began to take on the same look. Sometimes we call what we do

TCD, as in turn-of-the-century development, rather than TND, because

we are trying to get back to that same randomness of style we enjoyed in

the past.”

Caldwell and Schmidt adhere to an anti-monotony rule at Kitts Creek.
No two similar homes are repeated within eight lots of each other; beyond
that, they must have very different color combinations.

The architecture is handled differently on every elevation of every plan,
making Kitts Creek more varied than any other TND in the area, says
Schmid.

Since sales began at Kitts Creek, the builders have returned frequently
to architect Victor Mirontschuk of EDI Architecture to develop new eleva-
tions for its most popular plans. Builder and architect often turn to his-
torical architecture reference books for inspiration. Two that Mirontschuk
recommends include, “A Field Guide to American Houses,” by Virginia
& Lee McAlester, and “The Abrams Guide to American House Styles” by
William Morgan.

The result, says the architect, is a community that features an out-
standing variation in streetscape and mix of products, one that success-
fully hits all segments of the local market and has created the feeling of
community for its residents.



A SEE-THROUGH FIREPLACE defines

the boundary between the sun room

and family room in Plan 18A without
restricting the visual interplay between
the two living spaces.

petition-size pool and 1,110-square-foot
cabana, playground, bandstand and
picnic pavilion.

“It is really refreshing to hear from
residents how they are enjoying get-
ting to know their neighbors,” says
Caldwell. “There are lots of people out
walking throughout the community
all the time.”

Upgrades as standard add value
At Kitts Creek, the builders have

forgone the common practice of
offering buyers a “bare bones”
model as the starting point for
their purchase and instead add
in, as standard, more than 8o per-
cent of what their market research
has demonstrated buyers want in
upgrades. This includes fiber ce-
ment siding; closed-cell PVC and
composite trim; energy-efficient
windows and doors; stainless steel
appliances; wood floors; high-effi-
ciency HVAC systems; and built-in
security systems.

“We have eliminated the 25 percent
markup that is traditionally associated
with design center upgrades,” says
Caldwell. “While our base prices are
comparatively higher than those of our
competitors, they cost less than if all of
our standard features were purchased
through a builder’s design center.”

Their insistence on using top-
quality materials may raise the up-
front price tag, says Schmidt, butit
actually keeps costs in check. PB

AN ATTRACTIVE PLACE TO CALL HOME

BUILDERS LANNY CALDWELL AND DAVID SCHMIDT of Experien-
ceOne Homes say that North Carolina’s Raleigh-Durham-Chapel
Hill market continues to be a stable one for home builders. Key
features that fuel residential growth in Wake County include:

o Strong and stable employment base

 Proximity to Raleigh-Durham International Airport

o Desirable school system

¢ Well-planned interstate system with good accessibility

¢ Willingness on the part of local municipalities to encourage
growth

¢ Plenty of commercial shopping opportunities, restaurants and
entertainment venues

The Wake County (Raleigh) area itself received numerous ac-
colades in 2007, including being named:

¢ A Top Metro Area for Job Growth by Business 2.0 magazine
¢ Hottest Job Market for Young Adults by Bizjournals

* Best Place for Business and Careers; Best U.S. City for Jobs;
and #1 Best Place to Sell a Home by Forbes magazine

 8th Fastest Growing Metro in the Nation by the U.S. Census
Bureau

* Top 50 Cities for Expanding and Relocating Companies by
Expansion Management magazine
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stakWEL® Window Wells
Modular system is the most
cost-effective way to
add emergency egress.

ement to Any Basement...

Bilco Window Wells

\ Bilco turns window wells into code-compliant safety-escape routes
‘ while adding light, ventilation and saleable space to any home.

Bilco Window Wells:

Meet IRC2006 building code requirements for basement egress.

- Add natural light and ventilation to basements making them as warm
and comfortable as any room in the house.

- Simply stack one on top of the other or slide together on-site for fast,
easy and cost-efficient installation.

- Are constructed of high-density polyethylene that will never rust, rot or

= discolor for many years of maintenance-free service.

ScapeWEL® Window Wells
Built-in step design can
be landscaped for further
visual enhancement.

For more information on all our residential products call

(800) 854-9724 or log on to www.bilco.com

For FREE info go to http://pb.ims.ca/5644-24




Build every home
generator-read

Introducing the GenReady"™
load center from Generac

* Build in the GenReady load center — an innovative alternative to the traditional
electrical distribution panel at minimal cost and no extra labor

GenReady™
EZ Transfer™ Dperator « Available with the EZ Transfer™ operator to eliminate the need for a separate
transfer switch when installing a standby generator
 Avoids need for additional wiring and eliminates cost when adding a generator
at time of construction or in the future
BUILDER
LLIANCE pr
| GENERAC
Enroll in this new, turn-key program to { POWER SYSTEMS. INC.
effortlessly offer standby generators . '
and earn cash back. Plus, you'll be . — Automatic Standby Generators

supported with our nationwide network
of dealers as well as sales support
tools to reach your customers.

Visit builder.generac.com or (800) 526-2871 for more information.

For FREE info go to http://pb.ims.ca/5644-26
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For a sink to be
successful, it must be both
purposeful and stylish,
and Marvel’s Keyhole
Sink, shown here, fits the
bill. The same goes for the
| latest faucets hitting the
market, where multiple -
| mounting configurations #
bring variety. The-handles .

are stylish and easy;to udéy’

and they work in\hsﬁnes”

where universal design -

is key. Turn the page for
aore products that | =

help Youcomplete t
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INSIDE

Cool new kitchen fixtures [ page 69 |
Bodacious bath products [ page 71 |

New! Our Inaugural Kitchen & Bath Best
in Class Survey [ page 73 |

The PATH to Green [ page 75 |
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Viega is ideal for
Green Building and
LEED Certifications.

Reducing water
and energy usage
is essential

in LEED
Certifications.

As a global leader in plumbing
and heating technologies,
Viega offers products that can
reduce water waste and energy
usage vital to earning points
towards LEED Certifications.

+ The MANABLOC® System |
delivers hot water faster and
reduces water waste by up
to 40 percent.

ProRadiant® floor heating
reduces energy costs up to
40 percent.

* ProRadiant improves indoor
air quality by reducing the
circulation of dust and
allergens.

To learn more on how Viega
products can enhance your
sustainable Green build and
LEED Certifications, contact
us at 1-877-VIEGA-NA.

YOUR CONNECTION TO INNOVATION

WWW.VIEGA.COM ForFREE info go to http:/pb.ims.ca/5644-27 1 - 8 77 - VIEGA - NA
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Flash Fixtures

- Chill Out
or Heat It Up

Designed with water filters, instant-
chilled and instant-hot water sys-
tems in mind, Water Inc.’s LVH1200
uses twin levers that flank the base
of its barrel-tipped spout for delivery.
It sports a built-in aerator, and the
spout features a 6-inch reach while
standing more than 7 inches above
the countertop.

For FREE information, visit http://
pb.ims.ca/5644-125

Diamonds Are
a Builder’s Best
Friend

The recently-unveiled Diamond Seal
Technology by Delta Faucet Co. is

part of a new cross-linked PEX water
delivery system that eliminates contact
with potential metal contaminants. The
system uses an integrated ceramic
valve cartridge featuring one ceramic
disc and one diamond-embedded
disc to eliminate wear-and-tear during
operation. For FREE information, visit
http://pb.ims.ca/5644-126

Crossing the
Threshold

Brizo’s Trevi collection gets
an upgrade with the Trevi
cross-handle version. The
handle is available on both
deck-mounted installations
found in the kitchen and wall-
mounted faucet selections in
utility rooms or bathrooms.
The new model is available

in polished chrome and the
company’s Brilliance brushed
nickel finishes.

For FREE information, visit
http://pb.ims.ca/5644-127

L— At Home in the Kitchen or the Bar

This little number by Marvel is the Keyhole Sink. Made for kitchen islands,
wet bars or outdoor living areas, the Keyhole features a large, round bowl
for rinsing and a deep, recessed drainer for prep and clean-up. The Marvel
is available in two sizes, including a single main bowl size with a 17-inch
diameter or a main bowl coupled with a second bowl size of 11 by 6%
inches. For FREE information, visit http://pb.ims.ca/5644-128

]
Invoke the Evoke

Unique to Kohler’s Evoke line is the primary and secondary
single-control swing-spout model with optional sidespray.
Unlike standard sidesprays, the Evoke sidespray has two
functions: it has a spray as well as a laminar flow option that
make it easier for the homeowner to wash dishes.

For FREE information, visit http://pb.ims.ca/5644-129
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support group

GE has over 1,000 qualified technicians to serve you, and when you put your
trust in the brand with the nation’s largest service network, you know you'll get
what you need. Count on GE service technicians to have the expertise and parts
necessary to get the job done.

For more information on GE appliances, please call 866.251.1753.

More builders were familiar with GE,
and used GE, than any other brand.
Builder Magazine, 2005 Brand Use study

imagination at work

For FREE info go to http://pb.ims.ca/5644-28
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[ BATHROOM FIXTURES |

Steamy
Selections

No Escaping Gravity

Gerber’s Viper high-performance toilet line now uses
the company’s HP2 flushing technology. It delivers 600
to 800 grams of waste per flush, which, according to
Gerber, is double the industry standard. The line has
also been updated with an array of colors to match
the bathroom’s décor. For FREE information, visit
http://pb.ims.ca/5644-130

An Upliting Drain ——
You have to admit you probably don’t think much about shower drains in most of your
projects. For some added flair, check out California Faucets’ StyleDrain, which has an
attention to detail previously unseen in a shower drain. It has a patent-pending design
with no visible screws and flush grill plate to blend into showers and baths.

For FREE information, visit http://pb.ims.ca/5644-131

—— Feeling Rich

Inspired by ancient ship designs,
the Amorpha collection (the name
means ‘vessel’ in Latin) by Phylrich
includes bath, shower, hardware
and accessory pieces. The most
distinctive of these is the bath
faucet, which features two handle
designs, ribbon and flair. The com-
pany offers 24 finishes to achieve
the look you need. For FREE
information, visit http://pb.ims.
cal5644-132

\

" 4

]
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-

e
The Road to Rothbury

Named after a historic English town, Moen’s Rothbury suite
includes several stylish faucet configurations. Handle inserts
come included, and the system uses Moen’s M-PACT com-

mon valve system for an easy installation. The water-saving

aerator reduces water use by 30 percent without
sacrificing flow.
For FREE information, visit http://pb.ims.ca/5644-133

www.ProBuilder.com April 2008 | Professional Builder



= STRONG-WALL
- Shearwalls

We take shearwall solutions
to new heights. ,\

Our new Strong-Wall® shearwall solutions for balloon framing and

2 story applications are two of the only solutions supported by full
scale cyclic testing. Developed for engineered designs, as well as
prescriptive wall bracing applications, our Strong-Wall solutions
take various design factors into consideration — including foundation
anchorage. And check out our new Strong-Wall Shearwalls catalog,
for consolidated product and technical information, including

structural and installation details to ensure faster, simplified
installation. Let Simpson’s cost effective shearwall solutions take
your projects to new heights.

For FREE info go to http://pb.ims.ca/5644-29

For more information visit us at www.strongtie.com

or call 1 800 999-5099.

©2007 Simpson Strong-Tie Company Inc. SWBLDRSTCK08
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[ BEST IN CLASS |

Winners to the Podium

Our first-ever Best in Class Kitchen & Bath Survey represents our groundbreaking effort
to figure out the top brands in the industry. Our readers rated manufacturers based on
the awareness, use and preference of their products within our survey.

By Nick Bajzek, Products Editor

Aware Used Prefer Aware Used Prefer
% (Past 18 mos.) % (Past 18 mos.)
Kraftmaid 86 35 23 Kohler 93 49 34
Merillat 77 22 16 Jacuzzi 92 40 30
Armstrong Cabinets 47 7 3 American Standard 88 26 9
American Woodmark 50 9 3 Sterling 43 11 3

Corian 94 54 25 Kohler 97 68 47
Formica 94 52 13 American Standard 92 50 22
Wilsonart 85 35 14 Toto 61 28 17
Silestone 74 24 15 Sterling 43 1 3

Kitchen Appliances Bathroom Faucets

GE 96 64 28 Moen 95 53 30
Whirlpool 94 44 15 Delta 94 49 17
KitchenAid 94 47 13 Kohler 94 56 27
Bosch 85 32 6 American Standard 91 34 6

Kohler 97 68 45
American Standard 93 44 10
Moen 85 35 13
Delta 82 31 7

Kitchen Faucets METHODOLOGY

Kohler 96 58 24

Moen 96 56 32 Our report measures highest brand awareness, use and preference
Delta 95 53 17 of the manufacturers and their products. 549 readers completed
American Standard 87 26 5 our survey between December 2007 and January 2008.

Those surveyed include builders, architects and manufactured- or
modular-home producers in addition to interior designers. Surveys

Bathroom Sinks

Kohl 96 70 . . L
onier were sent and completed via e-mail. The respondents identified the
American Standard 90 44 17 products they use in their kitchens and baths.
Elkay 65 15 9
Sterling 47 12 3

www.ProBuilder.com April 2008 | Professional Builder




building company

to be called the

Builderg
of theYear

Seated Left: David Simon, President of Operations
Seated Right: Jeff Rosenberg, President of Land
Development and Acquisition, Veridian Homes
Professional Builder 2008 Builder of the Year

First, on your letterhead, please list your name, title and
contact information as well as the name and complete address

of the building company you are nominating. Next, evaluate nomination

your nominee by these criteria: by June 30, 2008 to: Professional Builder
2009 Builder of the Year

Attn: Paul Deffenbaugh

2000 Clearwater Dr., Oak Brook, IL 60523

paul.deffenbaugh@reedbusiness.com

Is the company...
excellent in all aspects of home building?

innovative in all areas of operations including design, (Subject line: Builder of the Year Nomination)
management, building practices, marketing, Questions?
community relations, customer satisfaction, Contact Paul Deffenbaugh, 630/288-8190

productivity and profitability?

highly reputable in the market(s) served?

employing and retaining the brightest and The Professional Builder 2009 Builder
best personnel? of the Year will be announced at the
2008 Professional Builder Benchmark and
Finally— tell us why this year is the right year for the AVID Leadership Conference in Phoenix,
company to be honored as the Professional Builder 2009 October 5-8, 2008.

Builder of the Year.

ProBuilder.com/BuilderoftheYear



Photos courtesy of StalwartBuilt Homes

PATH REPORT |
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[Is Green Affordable?

You can create an affordable green house — if you consider

the big picture,

ile energy-efficient and resource-ef-
ficient technologies are great, you're
not saving much money or energy if
you put them in a poorly designed home.

Last month’s column outlined green build-
ing practices that cost the builder less. In this
issue, we'll highlight practices that result in a
more affordable home for your buyer.

A greener home should be more
affordable

A common attitude in the housing industry
is that building a green home costs more, but
five of PATH’s green building tenets — reduc-
ing energy use; lowering water use; using fewer
materials; improving durability; and properly
siting the home — often improve the home’s
affordability.

“Today we tend to define ‘affordable’ in rela-
tion to the purchase price of a home, without
considering the ongoing expenses of the home

By Scott T. Shepherd, PATH Partners

and the life cycle of the building itself,” says Da-
vid Jones, president of Revival Homes of New
Hartford, Conn. “To determine what is truly af-
fordable, we should look at operating expenses,
life cycle costs and purchase price.”

“I don’t believe ‘green’ can be achieved by just
adding green products to the house at the end
of the design process,” says Jones. “There is
nothing wrong with using the products, but the
house must be designed so that all the compo-
nents work together and function as a system.”

Translation: green building isn't only about
adding technologies, but also properly integrating
them into the home. It means the home is maxi-
mally efficient because all the parts work together.

Your material choices also affect the price tag.
For example, finding local recycled materials
for flooring or countertops can be much more
cost effective than ordering them through a
manufacturer. Minimizing construction waste
and recycling the rest saves on hauling costs

STALWARTBUILT’S
Callaway Corners in
Panama City, Fla.,
features LEED-certified
homes at an affordable
price. The homes start
at about $240,000;
feature modular
construction, solar

power and geothermal
desuperheaters; and can
withstand high-force
winds.

www.ProBuilder.com

April 2008 / Professional Builder




and landfill tipping fees.

But nothing can have a greater im-
pact on affordability than the home’s
size and orientation. When designing a
home, the builder and the home buyer
need to understand that extra square
footage comes at a real cost in materials
and monthly utility bills. Proper orienta-
tion of the house can also reduce heating
and cooling costs by taking advantage of
the sun’s energy and shade from trees.

Having it all?

So, you can build a reasonably priced
home using basic green building prin-
ciples. Can you do it with advanced tech-
nologies, too?

Julius Poston, president of Stalwart-
Built Homes, a modular home builder
in Panama City, Fla., says yes. Every
house he builds is certified green by
LEED. StalwartBuilt accomplishes this
with efficient building practices and by
knowing which green products work

G

PATHTech Set:The Sun in the 21st Century Home

TECH SET #6:
PASSIVE
1. Daylighting practices including:
* Low-e glazing on windows
*Window orientation
+ Seasonal window shading
with deciduous trees
2. Translucent panels
ACTIVE THERMAL SYSTEMS
3. Solar water heaters
PHOTOVOLTAIC

4. Photovoltaic roofing
5. Photovoltaic solar safety lighting

TO HELP
HOMEOWNERS
REDUCE ENERGY
COSTS, use PATH

Tech Sets to combine
solar energy with an
energy-efficient home.
They’ll watch their
utility bills fall.

best in different situations.

Poston maintains that using the correct
combination of technologies and materi-
als from the right suppliers can yield an
affordable green home in most markets.

“Even our LEED platinum home,
which is a net-zero energy home, sold

Sl glve you the ventilation performance you expect
" with the look of quality you strive for.

1-800:438-2920

www.trimline-products.com .

for every

home you

build.

H BUILDING PRODUCTS

'RIDGE VENTS

for less than $230,000, including the
lot,” Poston says. “The goal for Stalwart
is to offer LEED Platinum homes below
the locally accepted price for workforce
developments.”

To do this, StalwartBuilt carefully re-
views every product that goes into the
home and analyzes its impact on sus-
tainability, health, energy and environ-
mental performance.

But before adding products, Poston
considers their impact on cost. If it’s
expensive, he looks for alternative prod-
ucts or processes.

When your price tag is higher

When your choices do increase the
purchase price, the burden falls on you
to demonstrate the savings to the con-
sumer. Hard numbers make a convinc-
ing case. Revival Homes feature life
cycle cost comparisons on its Web site.
According to its analysis of mortgage
payments and utility costs, an Energy
Star-qualified home might cost more
up front, but the total monthly costs are
$30 less than a traditional home of the
same size in his market. PB

Scott T. Shepherd writes about better
building practices on behalf of the Partner-
ship for Advancing Technology in Housing
(PATH). PATH is administered by the U.S.
Department of Housing and Urban Devel-
opment. Learn more at www.pathnet.org.

For FREE info go to http://pb.ims.ca/5644-31
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uUuA . .
ConstructionSuite™

Construction Software for Small to Medium Businesses

™

ConstructionSuite

Fr $699

ConstructionSuite™

Corporate$1 499

starting at

www.constructionsuite.com < 1.800.700.UDA1 (8321)

8 General Ecology, Inc.

For FREE info go to http://pb.ims.ca/5644-200

THII J_‘i;

Seagull IV systems produce great tasting;

“All Natural” purified water instantly. For all
drinking, cooking, and ice cube needs without
using costly electricity, polluting chemicals, or
wasting our vital water supplies. Builder
Programs are available, call toll-free
800-441-8166 for more information or
to order. You can also order online
at www.generalecology.com

Independently
certified to meet EPA
Guide Standard Protocol for
Microbiological Purifiers
against Bacteria, Cysts
and Viruses!

For FREE info go to http://pb.ims.ca/5644-202

FLEXIBLE MOULDINGS

BY OUTWATER

Outwater's Orac Decor®
Flexible Polymer Mouldings
enable you to easily create “on
demand” radii right on the job
site to suit almost any inside,
outside or arch radius applica-
tion without profile deforma-
tion Or causing excess stress to
the mounting surface. Orac
DEcor® Flexible Mouldings
can be installed using typical
woodworking equipment and
do not require priming before
| finishing,

FREE 1, 0()0+ PAGE MASTER CATALOG!
LOWEST PRICES. .. WIDEST SELECTION... ALL FROM STOCK!

ARCHITECTURAL PRODUCTS BY QUTWATER
Call 1-888-772-1400 (Catalog Requests)
% 1-800-835-4400 (Sales) » Fax 1-800-835-4403
3 www.outwater.com
New Jersey © Arizona ¢ Canada

Our Surface Protection
& Dust Control Solutions

SAVE YOU

TIME & MIONEY

¢ Give Us A Gall
We Offer the
Best Values in
the Industry.

e Lowest Prices
& Satisfaction
GUARANTEED.

P

ECONO
RUNNER

* PADDED PROTECTION FOR
ALMOST ANY SURFACE

* [DEAL FOR DRY/CURED HARDWOOD,
STONE & TILE FLOORS.

© SAVE TIME. SAVE MONEY.
IMPROVE CUSTOMER SATISFACTION.

Protective
Products

International Inc.

K7 a/‘fzwe Frotection Sobutions

cALL 1.800.789.6633

OR ORDER NOW AT

www.protectiveproducts.com

For FREE info go to http://pb.ims.ca/5644-203

www.ProBuilder.com
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Cabinet & Millwork Shops ¢ Contractors ¢ Remodelers
2ad a Desig 0 are for Profe DN3 Design/Build Firms ¢ Project Managers

Commercial & Residential Casework

The quality you demand.

The service you deserve.

e Easily assembled, }
frameless cabinet boxes

Storage & Closet Systems

Custom-sized casework

Drawer boxes

Adjustable shelves

Full overlay slab-style fronts

Superb customer service

Increased profitability

Higher productivity

Better cost control

Consistent quality

-1

1 ;’ —'\.?“ T
Design |[] ||§%‘Fﬂ;ﬁ% Permit

LI eay it

z H For more information or to 2
3 download a FREE digital catalog, Confirmat Dowel
2 X i ; Joinery Joinery
= " please visit our website.
Estimate | B Sell
CabParts, Inc.
for a free trial version Version 14 Your Case Work Made Easy >
1-800-248-0164
www.softplan.com ARCHITECTURAL DESIGN SOFTWARE www.cabparts.com
970-241-7682
8
For FREE info go to http://pb.ims.ca/5644-204 For FREE info go to http://pb.ims.ca/5644-205

CREATE A
WATERTIGHT SHOWER

NobleSeal® TS . Noble Niches
Thin-set waterproofing o and Curbs
for shower walls, floors, i Waterproof,

drying areas, lightweight &
“tile ready”.
L Install in
Premium ‘ minutes.
shower par
liner. Mad
from CPE

With squareor
round strainers.

Positive Weep
Protector™

Keeps weepholes clear. l Noble N Company

FOR THE TOUGHEST JOBS ON PLANET EARTH." B
A preformed composite that creates the 800_878_5 788

1-800-966-3458 « WWW.GORILLATOUGH.COM code required slope. Easy to install. www.noblecompany.com

o)
e
~
o
%)
>
]
=
3
O
L
o
©
5
(O]
©
o
1
I
©

For FREE info go to http:/pb.ims.ca/5644-206 For FREE info go to http://pb.ims.ca/5644-207
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auﬂ%l// With Aluminus
/4

RAILING SYSTEMS

O ngh Ouallty Aluminum; e All Powder/Coated. e Papular Colors
e Easy.to/Install'e Limited Lifetime Warranty,

Fencing & Kennels, LLC

a division of Superior Plastic Products, LLC

FENCING SYSTEMS
Also Available

Call For A Brochure
800-633-7093 e Fax: 717-355-7139
sales@keylinkfencing.net

[liHad /A(Great|Builder

You can see it in the details. With the Dryerbox,
my laundry finishes in half the time it took
in my old house. My washer and dryer can
be moved flush to the wall. Behind the dryer,
there’s no mess or crushed hose
and no fire hazard.

\\\QW :

Like | said,

| had a great builder.
Want to know
his name?

In-b— Vare

888-443-7937
/_ Technologies Inc www.Dryerbox.com

For FREE info go to http://pb.ims.ca/5644-209

CATGH ONE
MISTAKE

RIAG

Consrrucrion Master® Pro ol |

Consrrucrion Masrer 5
Off

Circ

o ; H

Model 4050 f‘l(lll‘ﬂ;j"lllllflﬁlls
Available at Warehouse and
Home Centers ¥, — ——

Model 4065
Available at Tool, Survey, Reprographic and Lumber Stores

CONSTRUCTION MASTER’

You can count on your Construction Master
to get it right. Every time. Every day.

Get fast, accurate solutions to construction-math problems.
Work in Feet-Inch-Fractions, convert dimensions and find
Linear, Area and Volume measurements. Built-in functions
solve Right-Angles, Rafters, Square-ups, Framing and Stair
layouts. Calculate Circular Area, Diameter, Circumference
and more.

For the dealer nearest you,
call 1-800-854-8075 or visit...

www.calculated.com K

CALCULATED |
INDUSTRIES'

4840 Hytech Drive, Carson City, NV 89706 PROB-308
1-775-885-4900 Fax: 1-775-885-4949 —

www.ProBuilder.com
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LB ot B

Shampoo Shelves
5 28 s e ]

Toiletry Shelves |

Shaving Steps

e
Effortless Installatlon L lncreased Profitability = No Leak Callbacks
For FREE info go to http://pb.ims.ca/5644-210

Staron® Adds New Colors to
Tempest Line

Samsung  Staron  has
added 10 new colors to
its popular Tempest line.
Tempest offers the func-
tional benefits of a solid
surface (non-porous, hy-
gienic, seamless appear-
ance) while providing the
depth and beauty that
rivals natural stone and
quartz.
www.staron.com

Ph: 800-795-7177

For FREE info go to http://pb.ims.ca/5644-211

This is the Exterior Solution™

200 pranuereamios | [1's OUT full product offering, com-
== plete with a comprehensive color
matrix, matching accessories and
detailed product information.
Photos that inspire, and user-
friendly tabs that streamline and
simplify. And it's all available in
one easy-to-use professional tool
from a company you know and
trust. This is the 2008 Mastic and
Alcoa Home Exteriors catalog.

Mastic.com
AlcoaHomes.com

AL

For FREE info go to http://pb.ims.ca/5644-212

PROFESSIONAL

BUILDER

SHELLEY PEREZ

Ph: 630-288-8022 Fax: 630-288-8145
shelley.perez@reedbusiness.com

CONTACT:

Nobody dreams of
having multiple
sclerosis.

Some dreams are universal: scoring a
perfect 10 on your last attempt to win the
Gold medal; standing on the podium as the
national anthem fills the arena. Finding out
that you have MS is not one of them.

Multiple sclerosis is a devastating disease
of the central nervous system where the
body's immune system attacks the insu-
lation surrounding the nerves. It strikes in
the prime of life and changes lives forever.

This is why the National MS Society funds
more research, provides more services for
people with MS, and offers more professional
programs than any other MS organization in
the world. But we can't do it alone.

To help make the dream of ending MS come
true, visit us online at national ' =society.org,
or call 1-800-FIGHT MS.

NATIO]
MS MULT[PLE SCLEROSIS
. SOCIETY

PROFESSIONAL BUILDER / APRIL.2008
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Builder’s MarketPlace

Fill, bond, and laminate
AZEK' Trimboards!

COLUMNS, BALUSTRADES
& MOULDINGS

NN . - - ;
- " i p | | ¢ Fiberglass Columns ¢ Polyurethane
. Balustrades,
'Il;ru:I]Bonder * PolyMarbie Columns | - VCUGEES el
onaing SYStem RIS ¢ GFRC Columns
) ) o Balustrades & Comices
v Fills nail holes, joints, and gaps R Y & Columns ‘ i
quickly and permanently o R — * GRG Columns
¥ Bonds/laminates AZEK" Trimboards, o ¥ ’ ‘ & Details
¢ Cast Stone —— ]

metal, wood, and PVC
v Non-yellowing, sandable, paintable
v Easytouse, fits standard caulking gun

Devcon. e O elt(l)nm

Balustrades & Details | Custom Quotations:

800-963-3060

vConstruction Products Group f 8 &~ as S iC S
1-800-933-8266 ‘ (T Y | Incorporated
www.trimbonder.com : S

AZEK is a registered trademark of Viycom Corporation.
Devcon and TrimBonder are registered trademarks of lllinois Tool Works.
©2006 [TW Devcon. All rights reserved.

Available through your local

AZ imboards dealer
For FREE info go to http://pb.ims.ca/5644-250

HERITAGE
BUILDING SYSTEMS,
Established 1979

A Built to Last

30’ x 40’ x 10’ - $5,975
Since 1979 Heritage Building Systems has been
dedicated to providing the finest-quality, pre-engineered
steel structures at the lowest possible price.

www.heritagebuildings.com
For FREE info go to http://pb.ims.ca/5644-252

HARDWOOD
MOULDINGS

|

Any length, Any width,
Any thickness

Lumber ¢ Plywood ¢ Burls
Turning Blocks ¢ Veneers

i

Teaciural Halugiridas
Call for u FREE Caialoy

Mo Call for a fast,
256-pg , free quote
Moulding

Catalog

$40+ 10 5&h www.WorthingtonMillwork.com

COMPANY | Inc.
Jacksonville, FL

274 Ferris Avenue, White Plains, NY 10603
Phone: (914) 946-4111 o Fax: (914) 946-3779

For FREE info go to http://pb.ims.ca/5644-253

For FREE info go to http:/pb.ims.ca/5644-254




Builder’s MarketPIace

-----

!!!!!!!!!!

COLUMNS
-POLYURETHANE
-FIBERGLASS

-POLYSTONE
-WOOD
BALUSTRADES . '
-POLYURETHANE [ . ture,
-FIBERGLASS
o Clgfgrt to You

ne of the best things you can give

HDP MOLDINGS Oyour child or grandchzfld doesn’t
HDP NICHES come from a store. It’s time spent

with you exploring the gifts of nature,
discovering that what’s really important
in life...is life itself.

Go to arborday.org and check out

voun TICKET To M UST_ H A"E' The National Arbor Day Foundation’s

Kids Explore Club. Your family will

HARD T L N FORMATION have fascinating ad'ventures right in

Visit the Research Store your neighborhood, and you’ll gain a

For FREE info go to http://pb.ims.ca/5644-255

on HousingZone.com deeper appreciation for the wonders
to purchase of nature, and for each other.
proprietary data Whether you live in the city, the
you need to run country, or anywhere in between, the

your business: Kids Explore Club has fun activities

Professional Builders' Annual Giants Reports (99-03) i i o you.lGo onhne' to 5
Professional Builders' Customer Satisfaction Survey arborday.org/exp i, OFF wialis Kids
Professional Remodelers' Home Remodeling Study Explore Club, National Arbor Day

Professional Builders' Internet Usage Study Foundation, Nebraska City, NE 68410.

rlIoUSing .
A9l ww.housingzone.com/research o .

PROFESSIONAL BUILDER / APRIL.2008 www.ProBuilder.com




PLUMB-JACK
WALL BRACE

® Cost Effective
* Adjustable
® Reusable

® Dealerships
Phone: 866-557-6244 Available

www.vincomfg.com e Buy Direct!

For FREE info go to http://pb.ims.ca/5644-256

check out:
housingzone.com

Sy

10

ADVER“

CONTACT:

SHELLEY PEREZ

Ph: 630-288-8022 Fax: 630-288-8145
shelley.perez@reedbusiness.com

www.ProBuilder.com

Builder’s MarketPlace

Custom closets are easy to
design, simple to install and
extremely profitable. We make
it easy to join the thousands
of construction professionals
who are offering closets to
their customers. Put a closet
like this into your next job and

make some real money in closets.

The perfect tool

for your new custom

vVvyyYyVvVVYY

closet business. ProClosets

The Professional’s Choice for Closets

www.proclosets.com 877-BUY-A-PRO
For FREE info go to http://pb.ims.ca/5644-257

For Curved Walls,
Ceilings, Soffits, Alcoves and more!

Shape it by hand

Secure the shape with nails or staples

OSB sections link easily to form any length

Works with typical wood 2x4 as top & bottom plates

Nail, cut & anchor with same tools used for lumber “THE CURVED WALL PEOPLE!™
Use as curved vertical studs (non-load bearing)

Minimum outside radius is 12"

866.443.3539 s info@flexabilityconcepts.com
== www.flexabilityconcepts.com
For FREE info go to http://pb.ims.ca/5644-258
APRIL.2008 /| PROFESSIONAL BUILDER



Builder’s MarketPlace

Jamsill help
© prevent
Gs!l'!arg damage
pan®  caused by

How did your

last door installation g&are
PAN out? Vidow

1-800-JAMSILL

(526-7455) . ®
Jamsill Guard
Sill Pan Flashing for Doors & Windows

For FREE info go to http://pb.ims.ca/5644-259

New...We now.carry
1 lo,

wwwiDaltonCanpercon
1-800-338-7811x256

 Dalton Paradise Carpet POBox 2488 Dalton, Ga 30722

Nobody dreams of having
multiple sclerosis.

Some dreams are universal: scoring a
perfect 10 on your last attempt to win the
Gold medal; standing on the podium as
the national anthem fills the arena. Finding
out that you have MS is not one of them.

The National MS Society funds more

research and provides more services
for people with multiple sclerosis than
any organization in the world. But we

can't do it alone.

To help make the dream of ending
MS come true, visit us online at
national ' society.org, or call
1-800-FIGHT MS.

NATIONAL
MS MULTIPLE SCLEROSIS
. SOCIETY

PROFESSIONAL BUILDER / APRIL.2008

. e
American Heart
Associations

Fighting Heart Disease and Stroke

Making a bequest to the
American Heart Association
says something special about
you. It’s a gift of health for
future generations — an
unselfish act of caring.

Your gift will fund research
and educational programs to
fight heart attack, stroke,
high blood pressure and other
cardiovascular diseases. And
bring others the joy and freedom
of good health.

To learn more about how you
can leave a legacy for the future,
call 1-800-AHA-USAL.

Do it today.

This space provided as a public service.
©1992, 1997 American Heart Association

www.ProBuilder.com
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numbercrunch)

Think
about it

$10.5M

Funding for training
and job services,
under California
Gov. Arnold
Schwarzenegger,
for residential
construction
workers and
others who have
been laid off as
aresult of the
downturn in the
housing market.

$840,000

The price of condos in
the Miami-Dade County
with original price

tags as much as $1.4
million at market peak,
according to The Wall
Street Journal. That’s a
40 percent drop.

$995

The price a company in
San Diego called You
Walk Away charges

to help people walk
away from their homes,
ceding them to the
banks in foreclosure.
Something smells fishy
here; let’s hope people
read the fine print.
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$ 1 50 mllllon The amount of write-downs Toll Brothers
took in the first quarter as revenue dropped 23 percent and its
backlog of orders fell 42 percent. The company blames all the chit chat
about the down market for their problems.

8-9 Percent U.S. home value fell in 2007, the largest decline
in at least 20 years, Standard & Poor’s reported. The Case-Shiller
National Home Price Index fell 5.4 percent in the fourth quarter
alone, S&P said. (Somebody needs to send this information to the
folks in denial.)

7 7 Percent of homeowners polled nationwide who said they believe
their home has held or increased value in 2007, despite all the news
reports of the sagging market, credit crunch and depressed values,
according to Zillow. Doctor, do we have an epidemic of denial on our
hands?

25 Percent decline in total housing starts NAHB’s housing forecast
predicts for 2008, with the single-family component down by 31
percent for the year. But don’t get too blue; NAHB still expects starts
to start edging up in the final quarter of this year.
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It's not “like” Corian®.
It's not “just as good as” Corian®.

It’s not “the same as” Corian®.

It is Corian°.

There’s only one DuPont™ Corian®. No other
company has the experience to deliver the same
level of quality, support and service as DuPont.

And no other company has the strong brand name

Guess what, so is this!

that resonates with discriminating homebuyers.

With the industry’s largest network of Certified

Fabricators/Installers, you can feel confident
that the job will be done right. After all, it’s not
just your good name that’s on the line. It’s the

DuPont™ Cotian® name too.

corian.

Copyright © 2007 DuPont. All rights reserved.
The DuPont Oval Logo, DuPont™ and Corian® are registered trademarks or trademarks of E.I. du Pont de Nemours and Company or its affiliates.
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For more information and complete product warranties, see www.jeld-wen.com. ©2007 JELD-WEN, inc.; JELD-WEN and Reliability for real life are registered trademarks of JELD-WEN, inc., Oregon, USA. All other trademarks are the property of their respective owners.

BE THE envy OF DRIVEWAYS EVERYWHERE.

There’s something that sets our Wood Composite garage doors apart. They simply make any garage more attractive. Each one features a
beautiful, dent-resistant woodgrain surface that will endure for years. Designs are available to complement different architectural styles

and they can be enhanced with various aesthetic options. To learn more, call 1.800.877.9482, ext. 8414, or visit www.jeld-wen.com/8414.

RELIABILITY for real life’ JELD’WEN

WINDOWS & DOORS

For FREE info go to http://pb.ims.ca/5644-33






